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JUST DROP IT IN—Sunbeam Corp. will run this spread in Life and The Saturday 


Evening Post this to 


vce its new fully automatic toaster, based on 


new radiant controls. Perrin-Paus Co. handles the account. 


TV Will Bring 
Promotion War, 
anzer Warns 


Lowe Elected President 
of NNPA; Flanagan 
Discusses Standards 


New YorK—“A promotion war 
f unprecedented scope and in- 
ensity is in the making” with the 
kivent of television, Harold V. 
lanzer, business manager of the 
Vorcester Telegram and Gazette 
tnd president of the Newspaper 
dvertising Executives Associa- 
ion, told the National Newspaper 
Promotion Association convention 
ere Friday. 

He warned that TV will be a 
usty competitor for all media, but 
old the promotion men, “We have 
10 competitive problem that bet- 
er promotion and selling will not 
olve...Our danger is not compe- 
ition but complacency.” 
Otherwise, the NAEA president 
loted (1) that he hopes agencies 
fre becoming more aware of the 
burden imposed on newspapers 
Y merchandising demands, and 
e reiterated that merchandising 
S properly the function of the 
anufacturer’s sales department; 
2) he regrets the necessity of 
iv ng up grocery inventories by 
komme newspapers, and he com- 
eited that if newspapers were 
re. of some of the cumulative 
os s of merchandising they would 
be ‘ree to provide other and bet- 
er services; and (3) he com- 
ne ted that newspaper advertise- 
ne: ts in business papers are im- 
roving, but too many are still 
és gned “to needle competition” 
ic suffer from a rash of “first- 


Lis 


f e quoted from a memorandum 
‘fo! an unnamed agency space 
uy r, reporting that the funds to 
Na ice a client’s exploratory ef- 
Yt in television were drawn 
‘on newspapers, by a process of 
tw ing the list and cutting down 
fe ize of advertisements in news- 
ayers used. He said this is evi- 
*ne of failure on the part of 
‘Ww papers to tell their basic 
(Continued on Page 63) 


Sunbeam Automatic 


Toaster to Get TV, 
Magazine Promotion 


Cuicaco—Sunbeam Corp. this 
summer will introduce a new auto- 
matic “radiant control” toaster 
which lowers bread slices, turns 
current off and on and raises the 
slices silently, using initial spread 
ads in the June 27 issue of Life 
and the July 23 Saturday Evening 
Post. 

Also, Sunbeam currently is test- 
ing two filmed video commercials 
on WGN-TV and WNBQ here 
daily, for at least a two-week per- 
iod. Other markets will be added 
if the test on TV is successful, ac- 
cording to A. E. Widdifield, Sun- 
beam advertising manager. 

On the schedule for next fall are 
Better Homes & Gardens, Elec- 
tricity on the Farm, House Beauti- 
ful, Ladies’ Home Journal, Mc- 
Call’s, What’s New in Home Eco- 
nomics and Woman’s Home Com- 
panion. 


a The new toaster, which is fair 
traded at $22.50, automatically ad- 
justs itself for moist, dry, thick or 
thin slices. 

The engineering principle worked 
out—over a six-year period, it is 
said—is a radiant control thermo- 
stat which shuts off when the 
bread is toasted, causing wires to 
contract and lift the toast. Energy 
of expansion and contraction of 
wires lowers and lifts the bread. 

Perrin-Paus Co. here handles the 
account. 
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a dubious buy in radio, 
says ‘Teleradio Man,’ 
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Senate Committee 
Will Seek ‘Fair’ 
Postal Rate Hike 


WaASHINGTON—After hearing 17 
witnesses in a marathon session 
Friday, the Senate’s postal rate 
subcommittee went behind closed 
doors to begin work on revised 
rate increase schedules “which will 
be fair to mail users and taxpayers 
alike.” 

For more than a month, the sub- 
committee “sat” three and four 
days weekly while scores of mail 
users protested that the $300,000,- 
000 revenue boost asked by Post- 
master General Jesse Donaldson 
would be a near-fatal blow to pub- 
lishing and direct mail merchan- 
dising. 

Repeatedly, the subcommittee 
chairman, Sen. Matthew Neely 
(D., W. Va.) assured witnesses that 
his group “would not put anyone 
out of business.” 

As the hearings closed, Senator 
Neely said he still hopes to bring 
mail users and postal officials to- 
gether on a “workable” com- 
promise. 


se The House committee, which 
opened its hearings two weeks 
earlier than Senator Neely’s group, 
resumes Monday with hearings 
scheduled through May 18. 

“Controlled” and “paid” busi- 
ness publications resumed their 
postal rate squabble before the 
Senate subcommittee during the 
week. The issue had been debated 
before the House group April 1 
(AA, April 4). 

Senator Neely agreed to sponsor 
legislation enabling ‘controlled’ 
publications to have rate equality 
with paid subscription publications. 

On Wednesday, Harvey Conover, 
chairman of the legislative com- 
mittee of National Business Pub- 
lications, association for the con- 
trolled group, made a chart talk 
demonstrating a 300 to 400% “dis- 
parity” in the rates paid by the 
two classes of publications. 


FOR 4,000,000—That’s how many white- 

wall tire owners S.0.S. Co. seeks to reach 

with last week's Saturday Evening Post 

ad and other ads and radio promotion 

to follow. McCann-Erickson is the agency. 
(Story on Page 8.) 


Johnson Charges 
FCC Is Tool of 
Radio Monopoly 


WASHINGTON—The feud between 
the Federal Communications Com- 
mission and the chairman of the 
Senate interstate commerce com- 
mittee passed the boiling point 
Wednesday as Sen. Edwin Johnson 
(D., Colo.) charged that “bewil- 
dered” commissioners “are the 
captives of their own staff, and 
their own staff in turn, is the cap- 
tive of the high and mighty in the 
very industry the commission was 
created to regulate.” 

Johnson, who plans a full-scale 
investigation of FCC shortly, told 
the Senate that “members of the 
commission are persons of the 
highest character and integrity.” 

But, he contended, they “have 
utterly failed” to protect the peo- 

(Continued on Page 4) 


Last Minute News Flashes 


Dentifrices Rush to Ammoniated Bandwagon 


URBANA, ILL.—The rush to get on the sensationally successful am- 
moniated dentifrice bandwagon assumed panic proportions last week 
as the University of Illinois Foundation, which licenses use of its for- 
mula, told ADVERTISING AGE that licenses have just been issued to Pep- 
sodent, Colgate-Palmolive-Peet and Bristol-Myers (for products as yet 
unnamed and not on the market), as well as to Lehn & Fink, which is 
now testing Peb-Ammo, and Sterling Drug, which has introduced an 
ammoniated Dr. Lyons powder. Other licensees include Walgreen Co., 
Amurol, Dybasik, Comfort Mfg. Co., and Sparkle Products, Detroit. 
Trade sources report that since February, sale of ammoniated pro- 
ducts has accounted for 10% or more of total dentifrice sales, and in 
some markets the figure has gone beyond the 20% mark. 


Snow Crop Begins 18-City Drive for Juices 

New YorK—Snow Crop Marketers, Inc., a division of Clinton In- 
dustries, Clinton, Ia., is launching a newspaper campaign in about 18 
cities where distribution is completed for the entire family of Snow 
Crop quick frozen fruit juice concentrates, consisting of orange juice, 
grape juice, grapefruit juice and grapefruit and orange juice blend. 


Maxon, Inc., here, is the agency. 


Park & Tilford Honor Roll in Nationwide Drive 


New YorK—Park & Tilford will launch its fourth Honor Roll pro- 
motion this week with full page and 1,000-line ads featuring Park & 
Tilford Honor Roll wines and liquors in 50 newspapers throughout 
the country. Dollar sales of Park & Tilford during the first three 
months of 1949 amounted to $12,888,324, 3.1% above the corresponding 
period last year. Storm & Klein, here, is the agency. 

(Additional News Flashes on Page 63) 
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'N. Y. Times’ 
Wins Ayer Cup 
for Typography 


PHILADELPHIA—The New York 
Times has been awarded the F. 
Wayland Ayer Cup, highest recog- 
nition in the 19th annual exhibi- 


‘| tion of newspaper typography con- 


ducted by N. W. Ayer & Son. The 
Times received the award on the 
basis of excellence of typography, 
makeup and presswork. 

Other winners in four circula- 
tion classifications: Over 50,000, 
first honorable mention, Philadel- 
phia Evening Bulletin; second, 
Daily Oklahoman, Oklahoma City, 
and third, New York Herald Trib- 
une. Last year, the Herald Trib- 
une won the cup. 

First honorable mention for pa- 
pers with 10,000-50,000 circulation 
went to the Gazette, Billings, Mont. 
Second went to the World News, 
Roanoke, Va.; third to the Argus, 
Mt. Vernon, N. Y. The awards 
jury gave special commendation 
to the Herald, Spartanburg, S. C. 

Less than 10,000 circulation: 
First honorable mention, Tribune, 
Hibbing, Minn.; second, News, 
Frederick, Md.; third, Recorder, 
Albion, Mich. A special commen- 
dation went to the Inquirer, 
Owensboro, Ky. 

The award for best tabloid 
typography went to the Gazette & 
Daily, York, Pa. 


CBS Profits Off 
45%: Television, 
Record Loss Blamed 


NEw YorRK—The Columbia 
Broadcasting System’s net income 
for the first quarter of 1949 took 
a 45% drop, William S. Paley, 
chairman of the board, told stock- 
holders last Wednesday. Net in- 
come for the first three months of 
this year was $855,764, compared 
with $1,553,686 for the correspond- 
ing period in 1948. 

Mr. Paley attributed the decline 
to increased television expendi- 
tures and the “adverse earnings 
picture of Columbia Records, Inc.” 

Gross earnings for the 13 weeks 
ending April 2—$27,018,288—were 
up slightly over last year’s $26,- 
252,456. 

Television's deficit this year will 
exceed that of 1948, but is expected 
to begin decreasing next year, he 
said. 

The adverse financial condition 
of Columbia Records was attrib- 
uted to “general slackening in de- 
mand for all home records, ex- 
pense of launching Columbia’s 
LP’s and the public confusion 
brought about by the introduction 
of a 45 r. p.m. record requiring a 
special changer.”’ The latter was a 
reference to RCA Vietor’s new 
record, which hit the market sev- 
eral months after Columbia’s new 
long-playing (33% r.p.m.) plat- 
ters. 

Edward R. Murrow, Columbia’s 
ace newscaster, who broadcasts 
daily for Campbell Soup, was 
elected to the board of directors. 
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Offers Plant Premium 


White King Soap Co.’s “Chandu, 
the Magician” series, heard Thurs- 
days over the Don Lee network, is 
currently offering three carnation 
plants for one White King soap 
box top or three Sierra Pine soap 
wrappers, plus 35¢. Nine of the 
plants may be obtained for three 
si. tops or nine wrappers, plus 


Promotes ]. D. Parent 


J. D. Parent, advertising man- 
ager of Grocery Store Products 
Co., New York, has been promoted 
to eastern divisional sales man- 
ager. Mr. Parent joined Grocery 
Store Products in September, 1946, 
as district sales manager. 


Teens Prefer 
Drama, Sports, 
Comedy: Gilbert 


NBC Survey Probes 
Multi-Billion Youth 
Market Reactions 


New YorK—Girls become more 
brand conscious as they grow 
older, boys less so. 

Between one-quarter and one- 


Worlds Leading Magazine for Yachtsmen 


] r in 
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5 f VERTISING 
| and SALES RESULTS 


third of the teenager’s radio lis- 
tening is away from home—at a 
friend’s house or in an automobile. 

Most program types (not com- 
edy) have a higher sponsor ident- 
ification level among girls than 
boys. 

Urban teenagers in America 
have approximately $6 billion to 
spend a year. 

These are among noteworthy 
findings in the second survey of 
the youth market made for the 
National Broadcasting Co. by the 
Gilbert Youth Research Organi- 
zation. Some 1,242 boys and girls— 
aged 13 to 19—in New York, Chi- 
cago, Philadelphia and Pittsburgh, 
were questioned concerning their 
buying powers, radio listening 
habits and brand preferences. 
Field work was done in May, 
1948, by teenage interviewers. 


ws About 64% of the boys and 
girls said they have radios of their 
own. An average of 36% of the 
group listen on Sundays between 
3 p.m. and midnight; 27% be- 


.--and another phenomenon on Earth is a whole state covered 
by one newspaper—The Des Moines Sunday Register! 
And what a phenomenal phenomenon! 


It completely dominates 83 out of lowa’s 99 counties for 


an average coverage of 77%! 


It circulates 500,000—only nine other cities have Sunday 


papers that big! 


It covers two markets—an urban market that outspends 
St. Louis, Boston, Cleveland, San Francisco—a farm market 


that has no equal! 


Of course, this isn’t news to advertisers—they’ve made 
The Des Moines Sunday Register one of America’s first 


seven Sunday newspapers in general advertising linage. 


But still BIG news is the fact that it’s all yours for a milline 


rate of only $1.70! 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


Basic Member American Newspaper Advertising Network 


SUPERMAN AIDS COUNCIL—This page is 

appearing in more than 10,000,000 mag- 

azines of the National Comics Group as 

a public service in cooperation with the 

Advertising Council for its Stop Accidents 
campaign. 


tween those hours on weekdays, 
and 30% on Saturdays. 

In analyzing his findings, Eu- 
gene Gilbert, president of the re- 
search firm, pointed out that the 
likes and dislikes of young lis- 
teners, who have an average 
weekly buying power of $12.71, 
frequently are not reflected in 
standard measuring services be- 
cause they are listening away from 
home or in their own rooms. 

Youth’s choice in broadcast en- 


tertainment, as ranked in the 
study, was as follows: “Lux 
Theater,” baseball games, Bob 


Hope (Pepsodent-sponsored as of 
May, 1948), “Hit Parade” and 
Jack Benny (both Lucky Strike). 
Others who scored with the 
younger generation were Arthur 
Godfrey, Henry Morgan, Red 
Skelton, Bing Crosby, Sam Spade, 
“My Friend Irma,’ Vaughn Mon- 
roe and Perry Como. 


a “Lux Theater” and “Hit Parade” 
were most popular with female 
fans, while the young men tended 
to prefer sports, comedy and news. 

Sponsor identification was out- 
standing on “Lux Theater” (60), 
“Hit Parade” (54), Jack Benny 
(45), Arthur Godfrey (43) and 
Vaughn Monroe (22). 

Brand preference tabulations on 
such products as coffee indicate 
there is a great deal of room for 
stronger selling. Maxwell House 
was the standout among coffee 
brands, but only 5.7% of the 
group listed it as their favorite. 
Almost three-fourths of the boys 


ae 
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and girls had no brand choi « 

National Dairy led in the 5 
cream category, with 16% nam ng 
one of its brands as a favor te 
Thirty-eight per cent expres: aq 
no preference. The great maj r- 
ity—76.8%—had no favorite ch: o- 
olate drink. 


ws Coca-Cola was an easy win er 
in the soft drink competiti n, 
scoring 32%. Pepsi-Cola was run- 
ner-up with 15%. However, 33.6% 
had no choice. Lipton’s was ‘he 
only tea with a notable following — 
12.6%—among the teenagers. 
Toothpaste leaders were: Col- 
gate, 38.8%; Pepsodent, 17.6%, and 


Ipana, 13.8%. Only 10.1% ex- 
pressed no choice. 
Predominant brands in the 


makeup field: Lipstick—Revlon, 
50.7%; powder—Coty’s, 20.2%, and 
Revion, 15.1%; rouge—Coty’s, 
26.7%, and Ponds, 13.3%; mas- 
cara—Maybelline, 89.7%; eyebrow 
pencil—Maybelline, 81.8%; pan- 
cake makeup—Max Factor, 41.7%, 
and Solitaire, 18.7%; cold cream— 
Ponds, 49.5%; hand lotion—Jer- 
gens, 53.7%, and Tussy, 11.4%: 
nail polish—Revlon, 73.4%. 

Also: Home permanents, Toni, 
91.1%; shampoo, Halo, 20.7% and 
Prell, 16.7%; hair tonic, Wildroot, 
48.8% and Vaseline, 20.6%. 

Use of toilet articles by girls 
ranged from 12.4% for eyebrow 
pencils to 94.3% for lipstick. Other 
percentages: 88.8% use shampoo, 
60% use nail polish, and 22.7% use 
home permanents. 


Cities Service Tells Oil 
Story in 80 Newspapers 


Cities Service Co., New York, 
is telling the story of the oil in- 
dustry’s service during last year 
in full-page and 1,350-line ads in 
80 newspapers in 20 states and 
in 15 magazines. 

Entitled “American Incident— 
Done in Oil,” the ad points out 
that Cities Service invested $112,- 
000,000 in 1948 for development 
and expansion. Albert Frank- 
Guenther Law, New York, is the 
agency. 


To Air ‘Story of the Week’ 

Pal Blade Co. will sponsor the 
“Story of the Week,” a television 
film covering the highlight news 
story of the week, over an initial 
lineup of 24 stations of the video 
network of American Broadcasting 
Co. The show will be presented 
Thursdays 8:25-8:30 p.m., CDT, 
starting May 5. Al Paul Lefton Co., 
New York, is the agency. 
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ROE War 72s INSTITUTIONS MAGAZINE 
Panwa FOOD SERVICE CONTEST. = E. dit ortal 2 mba We aud a 0 Y yy, 


Each year INSTITUTIONS MAGAZINE conducts This editorial campaign by INSTITUTIONS MAG- 
a Nation-Wide Contest to determine the most out- AZINE is an outstanding contribution to efficiency, 
standing Food Service Installations in the country. sanitation, quality and good feeding. It has become 


Disclosed are the very latest ideas in equipment, 
layouts, interiors and other factors which must be 
considered in the successful planning of food service 
tacilities in hospitals, hotels, restaurants, schools, col- 
leges, industrial cafeterias and other types of insti- 
tutions. 


an integral part of the institutional field. It is looked 
upon as a vital force in shaping mass-feeding trends 
and practices just as INSTITUTIONS MAGAZINE 
as a whole is recognized as the headquarters for in- 
formation covering all aspects of the entire institu- 
tional field. 

For further information on the 11 Billion Dollar 
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- contest PARADES NEW IDEAS 


Manufacturers, their advertising agencies and others 
Concerned with products for the institutional field . . . 


a’! are cordially invited to attend this exhibit and mass-feeding and mass-housing market available to | 

\ ll find in it many interesting applications of prod- you through INSTITUTIONS MAGAZINE and }@ | cee ° 
u ts which will be of value to them in planning in- INSTITUTIONS CATALOG DIRECTORY ... | RQ EURO TT Tel C0) 9 RS ic insrtiors 
« vidual promotional campaigns. consult your Advertising Agency or write direct. * | £ 

8 OKLET ON FOOD | a 

GE CONTEST, THESE ARE INSTITUTIONS: Hotels + Hospitals + Schools + Colleges » Restaurants saan 


industrial Cafeterias * YMCA’s and YWCA's « Dealers * Jobbers * Motels * Clubs 


Hf 


Railway Systems * Airlines * Steamship Lines + Public Buildings and Other In- 
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Appoints Richard Newell 


Richard W. Newell, formerly 
West Coast advertising manager of 
Admiral Corp., has been named 
assistant publicity and advertising 
manager of the Pacific Gas & Elec- 
tric Co., San Francisco. 


Rocar Watch to Hauptman 

H. W. Hauptman Co., New York, 
has been retained to handle the 
advertising of Rocar Watch Co., 
New York. 


MERCHANDISING MEN 


Pre-test your color ads 


Before investing in expensive color 
engravings, you can pre-test your ad- 
vertisements by getting photographic 
duplicates in true color including 
super-imposed type matter and line 
drawings. Cost is low. Service is 
quick—vsvally one week. Phone or 
write for prices stating number and 
size of color prints you need. 

Called RABBIT COLOR PRINTS— 
because “they're fast, they're 
cheap, they multiply. 
Thomas B. Noble Associates 
270 Park Ave., N. Y. C. 17, Murray Hill 8-009 


‘Venture Pricing’ 
Concept Advanced 
by Sears Official 


Cuicaco—“Venture pricing” was 
offered by Charles H. Kellstadt, 
retail merchandising manager of 
Sears, Roebuck & Co., as a pre- 
testing pattern by means of which 
to discover the prices at which the 
largest quantities of merchandise 
can be sold. 

In a talk to the Chicago Fed- 
erated Advertising Club Wednes- 
day, he pointed out that too often 
products are designed and costed 
without adequate consideration of 
what the consumer will pay. Low 
price is not the sole consideration, 
however, but quality, style and eye 
appeal must be provided. 

The merchandising executive 
was optimistic regarding retail 
sales opportunities, emphasizing 
that this decade has reversed the 
trend in population growth of the 
previous one, and by 1950 will 
show an increase of 17,000,000 con- 


sumers as compared with 1940. 


ws In addition, he said, consumers 
are not yet fully supplied, since 
the increase in number of units 
sold in 1948 was only 27% greater 
than in 1940, in spite of the tre- 
mendous dollar increase. Thus, 
many more consumers with money 
to spend are in the market, but 
they are making the most of their 
postwar opportunities to be selec- 
tive in the choice of merchandise. 

Mr. Kellstadt discussed the crit- 
ical position represented by in- 
adequate and untrained contacts 
with consumers in retail stores, 
and urged better selection of sales- 
people by aptitude tests; adequate 
base compensation, with incentive 
plans for greater productivity, and 
recognition of the vital part played 
in the whole merchandising pic- 
ture by retail salesmanship. 


Stevens Joins Walsh 


E. Gordon Stevens, formerly ac- 
count executive of Harold F. Stan- 
field Ltd., Montreal, has joined 
Walsh Advertising Co., Montreal. 


Many Sponsor Ball Game 
Telecasts in Chicago 

Sponsors of baseball telecasts 
in Chicago this season will be as 
follows: Pabst Sales Co. and Phil- 
co Distributors alternate as spon- 
sors of Chicago Cubs games over 
WBKB (each also sponsors a sub- 
stantial amount of WBKB’s Multi- 
scope time-weather-news telecast- 
ing); Goebel Brewing Co. spon- 
sors all Cubs games, over WENR- 
TV; and Peter Hand Brewing Co. 
and R. J. Reynolds Tobaeco Co. 
alternate in sponsoring both Cubs 
and Chicago White Sox games on 
WGN-TV (AA previously erred 
in reporting P. Lorillard as a 
sponsor of WGN-TV game tele- 
casts). 

In addition, Ford Dealers spon- 
sor evening film “recaps” of Cubs 
home games; Walgreen Co. spon- 
sors an “Extra Inning” show after 
Cubs and White Sox games on the 
same station, and Newart Clothing 
Co. puts on “Player of the Day” 
pre-game shows every other day, 
all on WGN-TV. On WBKB, dur- 
ing the seventh-inning “stretch,” 
Martin’s Restaurant sponsors a 
“Lucky Fan” telecast from the 
Cubs’ dressing room. 


South of the Mason and Dixon line a rule of life in 
keeping with an old tradition is ‘‘better farming for 


better living. 


” Graciousness and hospitality are not 


mere catch-words in homes such as this. In 1948, a 
year of great prosperity for the entire country, the 


ADVERTISING POWER IN THE SOUTH 


Power in advertising media is concentration of numbers and quality. The 
1,104,737 circulation of Southern Agriculturist in the 15 Southern States ex- 
ceeds that of any other monthly or weekly A.B.C. magazine, urban or rural. 
Each issue of Southern Agriculturist is delivered to more homes in these states 
than the combined subscription and newsstand delivery of any other magazine.* 
It is significant that the South’s leading magazine has an on-the-farm circu- 
lation in these 15 states: 
—where cash farm income has increased three fold in eight years 
—where two of every three farms electrified during 1948 in the United States 
are located, raising the South’s total of electrified farms to 1,907,900—an 
increase of 1,308,770 during the past eight years. 
Southern Agriculturist’s ““TOP MILLION” farm families offer advertisers 
the largest single reading group in the South. 


SOUTHERN AGRICULTURIST circulation has topped all 


farm magazines for 36 consecutive months, and topped all A.B.C. 
magazines for 12 consecutive months, in the 15 Southern States— 
1,104,737 net paid circulation for December 31, 1948. 


First in Circulation —in Rate Advantage —in Consumer Value. 


*Standard Rate and Data Service, March 1949. 


Nashville + Atlanta «+ Los eaphie « New York 


o* 


¢ Chicago 


— —— 
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rate of increase over 1947 of farm cash income from 
crops, livestock and livestock products in the 15 
Southern Agriculturist States was more than double 
that of the balance of the country. (Bureau of Agric. 
Economics, U. S. Dept. of Agric., January 1949.) 
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Johnson Charges 
FCC Is Tool of 
Radio Monopoly 


(Continued from Page 1) 
ple “against monopolistic exploi a- 
tion” by: 

“1. Not blocking the plans of the 
conniving clear-channel lob»y, 
which is bent on radio domina- 
tion; 

“2. Not moving promptly to cor- 
rect the commission’s earlier error 
in adopting a narrow television 
system which insured the contro] 
of television by a few patent ho!d- 
ing corporations, and 

“3. Not formulating a television 
plan which would guarantee the 
widest and freest competition.” 


s The bristling attack from the 
Senate floor followed an exchange 
of correspondence in which the 
powerful interstate commerce com- 
mittee chairman urged the com- 
mission to scrap super-power pro- 
posals and to rush “upstairs” tele- 
vision allocations. 

In his Senate speech, Senator 
Johnson said FCC is reported ready 
to hand down a decision in the 
clear-channel, super-power case 
“favorable to the clear-channe! 
lobby.” 

Johnson termed super-power 
“appalling,” and promised a Sen- 
ate fight against it. “How long do 
you think national advertisers are 
going to pay for 20 stations to 
cover an area which they can cover 
with one?” he asked. 

He charged that FCC Chairman 
Wayne Coy’s comments on televi- 
sion “vary from week to week, ac- 
cording to the specific influence 
at work.” A recent speech in Bal- 
timore, he declared, was designed 
“to placate receiver manufacturers 
and restore confidence in the 
minds of the cautious prospective 
buyers of sets,” he asserted. 


@® He said television allocations 
“adopted under the Denny regime,” 
and being followed today, “will re- 
sult in the exploitation of the in- 
dustry and monopoly control of 
programs. 

“That policy of allocation was 
designed to discourage the over- 
whelming majority of broadcasters 
from getting into television; will 
prevent the building up of a na- 
tionwide service in television; wil! 
keep each new improvement and 
development in television from the 
public until those in control of 
patents have had a full opportun ty 
to exploit the present market to 
the fullest,” Senator Johns in 
charged. 

Johnson’s attack on FCC won 
approval from Sen. Joseph O’) :- 
honey (D., Wyo.), who commen’ 
that “four or five advertis & 
agencies” already control “60 © 
90% of the radio programs.” 


Ford Dealers to Use Video 


The Ford Dealers Advertis \¢ 
Association of Southern Califo: ‘4 
has signed to sponsor a daily ne >- 
reel of southern California ev: ‘S 
over KNBH, Hollywood. The ‘ '- 
minute news telecast will be s 
Sundays through Thursdays * 
7:30 p.m. J. Walter Thompson »- 
is the agency. 


P&G Confines ‘Ma’ to CBS 

Last week Procter & Gan '€ 
Co. confirmed reports that it \ |! 
take “Ma Perkins” off the h © 
network. After June 20, the se 
will be heard on CBS only. 


IF YOU USE CAR CAR 
Send for FREE Sample 


“CARDISPLA 


UNIQUE POINT-OF-SALE 


"  CAR-CARD HOLDER 
CARDISPLAY CO. 


1004 MARQUETTE AVE. MINNEAPOLIS. M 
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More and more people are reading The New York Times. 
More, substantially more, are reading The Times than a year ago. 
Tens of thousands more are turning to The Times than before the war. 


Weekdays, for example, The Times net paid sale* has increased 53,901 since 
the corresponding period in 1941, the last pre-war year, to a total of 527,589. 


The 5-day average, Monday through Friday, 


for the month of March is even higher—565,415. 


Sundays, circulation* has gained 322,706 since 1941 to a new 
high record of 1,161,373. Sunday net paid sale in the month of March 
was 1,191,535. 


This is one of the many reasons, perhaps, why The New York Times 

in 1948 published 35,073,418 lines of advertising, an all-time peak for any 
New York newspaper and, in the first quarter of 1949, is already 
326,078 lines ahead of record-breaking 1948. 


Che New Pork Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 


*Circulation figures for 6-month periods ended March 31, 
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KNX Promotes West 

Bert West, commercial traffic 
manager of Station KNX, Los An- 
geles, and Columbia Pacific net- 
work, has been appointed sales 
service manager, succeeding John 
Serrao, who has been made net- 
work sales service manager. Bob 
Wood replaces Mr. West as com- 
mercial traffic manager. 


Starts Writing Service 
John J. Callan, formerly in the 
creative department of McConnell, 


Eastman & Co., Montreal, has 
established his own writing service 
at 333 Bloor St., Toronto. 


Ad Council Elects Kobak 


Edgar Kobak, retiring president 
of Mutual Broadcasting System, 
New York, has been elected a di- 
rector-at-large of the Advertising 
Council, New York. Mr. Kobak 
served as a sponsor member of the 
council during 1945 and 1946 and 
was elected a director, represen- 
ting radio, the following year. 


The SMILE 


The FACT 


KFM)J’s signal covers 
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] & ] Releases 
Film On Selling 


New Yorx—‘“Sell As Customers 
Like It,” a new film to be ex- 
hibited shortly to groups of re- 
tail drug personnel throughout the 
country, was released by Johnson 
& Johnson last week. 

Based on findings by indepen- 
dent researchers and shoppers as 


‘well as talks J&J representatives 


had with drug personnel through- 
out the country, the film spells 
out six basic fundamentals for 
selling as the customers like it. 
An illustrated 16-page book, out- 
lining the film’s selling principles, 
is available to the audience. 
Most unusual in the 25-minute 
presentation is the fact that J&J 


products are given only one ob- 
vious “plug” while other brand 
merchandise is prominently fea- 
tured throughout. 


Mactadden Names Terwilliger 


Charles O. Terwilliger Jr., 
former eastern advertising man- 
ager of Macfadden Women’s 
Group, New York, has been ap- 
pointed advertising manager of 
Photoplay and Radio Mirror, Mac- 
fadden publications. Jackie Neben, 
promotion manager of Photoplay, 
also has been named promotion 
manager of Radio Mirror. 


To Byrne, Harrington 


Kobrand Corp., New York, im- 
porter and distributor of wines 
and liquors, has appointed Byrne, 
Harrington & Roberts, New York, 
to handle its advertising. 
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Copyright 1948, 


The New Yorker Magazine, Inc. 


82% of THE NEW YORKER’S 316,000 circulation is concentrated in the 41 city-trading 
areas where most of the retail dollars are spent. These 41 areas account for 65% of 
retail food sales and from 75% to 80% of many nationally advertised brands of quality 
foods. NEW YORKER subscribers are known to have the most active charge accounts 
(top shops have checked this many times). They live in the best neighborhoods and patronize 
the best shops in these rich areas. They spend the most where the most is spent. 


SELLS 


THE 


NEW YORKER | 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


THE PEOPLE 


OTHER PEOPLE 


copy 
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‘The Reporter’ 
Bows; No Ads 
for Six Months 


New YorK—Last week Fo:t- 
nightly Publishing Co. announc >< 
a new magazine, The Reporter. a 
fortnightly which went’ on the 
newsstands April 18, without ad- 
vertising—and with the prelimi- 
nary proposition that no advert 
ing would be solicited for 
months. 

In a prospectus, The Reporier 
said it thought there is room fo; 
“a type of reporting free from 
obsession with headline ‘news’ and 
from the conceit of ‘opinions’ ._. 
The Reporter is to be a magazine 
of facts and ideas, not of news or 
opinion.” 

The initial issue carried a box 
in the masthead which said: 

“You will notice that this first 
issue of The Reporter carries no 
commercial advertising. It is our 
policy not to solicit such advertis- 
ing for the first six months of pub- 
lication. When 12 issues of The Re- 
porter have been published, we 
will know who reads our magazine 
and what they think of it, at which 
time we will open our pages to 
advertisers.” 


# Max Ascoli, the editor, is a one- 
time professor of law at Italian 
universities, later was dean of the 
graduate faculty of the New School 


R. P. Callanan 


Max Ascoli 


for Social Research, and a U.S 
intelligence operative in Latin 
America. Fortnightly Publishing 
is classified as a limited partner- 
ship, the partners being Dr. Ascoli 
and his wife. 

General manager of the mag- 
azine is Richard P. Callanan, for- 
merly with Time, Inc., most re- 
cently as a circulation manager 
on international editions. 

Bert Garmise, Inc., 
retained as circulation agenc) 
(initial circulation was 175,000, 
only 50,000 going on newsstands) 
Buchanan & Co. will handle T/v 
Reporter’s advertising. To herald 
the fortnightly’s arrival on nev 
stands, the publisher has bought 
space in 25 newspapers in 16 cities, 
selective radio on 20 stations in 
ten cities and space in four adv:r- 
tising business papers. 

The staff includes Llewellyn 5 
White, formerly national affs rs 
editor of Newsweek, as manag 8 
editor; Leland Stowe, foreign <« 
respondent, is European edi‘; 
Robert S. Gerdy, formerly a \ wv 
Yorker editor, assistant manag 1s 
editor; Richard Donovan, forr er 
Time staffer, is chief domestic ¢''- 
respondent. 


has been 


Crawford Appoints Stahl 


Crawford Co., East Moline, 
machinery specialist for superm '- 
kets, has appointed H. M. St 
Advertising Agency, Rock Isle ‘4, 
Ill., to direct its advertising. F: -!- 
page trade publication ads «1¢ 
direct mail will be used. 


Harve Feuill &- Compan: 
PERMANENT 


DISPLAYS 


POINT OF SALE 


1€.Walton Place Chicag 
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Ours are the kind of professors who tuck their 
jeans into their boots and give their lectures 
in a 500 acre classroom! The kind of teachers 
and preachers who will sit up all night with a 
sick cow or a sick neighbor. 


These good people may not make or spend as 
much money as our professional Nebraska 
alfalfa growers or Texas ranch subscribers — 
BUT HOW COULD WE DO WITHOUT 
THEM and still be the most influential, as 
well as the biggest, farm magazine? The 
Government thinks enough of them to pay 
many of them their salaries, and to give them 
the most expensive machinery and technical 
equipment on earth. They’re teaching tomor- 
row’s farm owners and their wives how to use 
that machinery — and how to make the most 
of an agricultural life. So are we. So why 
shouldn’t we accept their subscriptions when 
they send them in? 


How else could Farm Journal be the magazine 
the Government’s own Agents (both County 


and Home Demonstration) put first on their 
own reading lists? And didn’t the American 
Association of Agricultural College Extension 
Editors give their first award to Farm Journal’s 
Carroll Streeter for “outstanding contribution 
toward a better agriculture’? 


We're glad when somebody points out that 
some of our circulation goes to non-R.D. 
addresses. It gives us a chance to point out to 
them that we check any subscriptions from 
outside sources, not clearly establishing the 
subscriber’s legitimate interest in farming. 
And of all, we’re proudest of the 6% who turn 
out to be farm educators and their students. 


It’s because they know and believe and sub- 
scribe, that we occupy the leadership position 
we hold with farm families themselves. 


Since we have more of them, too — 375,000 
more than the only other national farm maga- 
zine — and since our advertising returns are 
admittedly phenomenal, we think our brain- 
trust friends are good business — for you, too! 


More than 2,700,000 good families like to read ads in 


Faun Jowmal 


GREATEST SELLING FORCE IN AMERICA’S GREATEST MARKET 


WEIRTON, WEST VIRGINIA—"'lt is gratify - 
ing to find that a publishing house takes 
pains to verify its subscribers. | am not a 
farmer, nor do | own farm land. | am a 
chemist and one of my chief interests is 
agronomy and soil conservation in 
particular... "’—€.J.H. 


LOS ALAMOS, CALIFORNIA— 
“Am very much interested in farm- 
ing as | am lecturer of the Pomona 
Grange of Santa Barbara County 
and the Journal is a lot o* help to 
me in planning my programs.” 


Mrs. A.L.W. 


SUFFIELD, CONNECTICUT—"It is refreshing to 
have a message from some one more interested 
in a “square deal” than in a deal negotiated for 
the primary benefit of dealer No. 1. 


Throughout my boyhood, my father was a 


subscriber to Farm Journal. | was ordained a 
Baptist Clergyman and was an educational mis- 
sionary in Burma for 15 years; since then | have 
been an educator at S. Academy. | subscribed 


FRANKFURT, INDIANA—"My 
husband is a Vocational Agri- 
cultural teacher at present 
teaching Veterans in Farm 
Training. We both have parents 
on the farm. We appreciate 
your interest and solicitousness.” 


Mrs. W.S. 


PROVIDENCE, UTAH—"'! have 
lived on a farm most of my 
life and hope to return to the 
farm in the near future. At the 
present time | am teaching at 
Utah State Agricultural College. 
These facts should portray my 
interest in the activities so well 
portrayed by your magazine.” 


D. L. 


WATERLOO, IOWA—"l am arural 
school teacher, interested in 4H 
and all rural clubs to further the 
advancement of rural life. There- 
fore I think | am directly related to 
farm life in the making and am 
entitled to be your subscriber.” 


Mrs. E.F.W. 


for Farm Journal for 3 reasons: 


1. Nostalgia—memories of boyhood enjoyment 
of its pages when | was striving for reading 
matter on a back-country farm. 

2. The commendation of my farmer friends who 
often quote it to me. 

3. The belief that | shall find it of interest and 
value in such agricultural operations as | in- 
dulge in both for profit and pleasure.” 


Dr. J.F.S. 
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S. 0. S. Co. Claims 
Its Pads Are Best 
for Whitewall Tires 


(Picture on Page 1) 

San Francisco—Now the little 
lady knows where her scouring 
pads have been disappearing to. 
Hubby’s been using them on the 
white sidewalls. 

The news leaked out via a full- 
color page advertisement in the 
April 23 Saturday Evening Post 
for S. O. S. scouring pads. This was 
the kick-off of a campaign by the 
manufacturer to promote a new 
use for the venerable pot and pan 


scrubber. 

Executives of McCann-Erickson, 
agency for the S.O.S.Co., Chi- 
cago, told AA that the campaign 
is the result of an “amazing de- 
mand from car owners, service 
station operators and wash rack 
men for S.O.S. pads to clean 
whitewall tires.” 


ws When investigation proved that 
the scouring pads outperformed 
special whitewall tire cleaners, 
agency executives said, the S. O. S. 
Co. decided it was time to go after 
the market represented by the 
nearly 4,000,000 owners of cars 
with whitewall tires. 

‘“‘Always another use for 


LAURENCE, INE. itn 


7 SOUTH CLARK STREET 


a 


CHICAGO + WA-2-6284 


S.O.S.” is the slogan being used 
in the new campaign. Following 
the full-page color advertisement, 
the company will run five half- 
column ads in the SEP. Announce- 
ments on selected radio stations 
in all major markets will be used. 
The company also will participate 
in various homemaker shows and 
newscasts on the Yankee and Co- 
lumbia Pacific Coast networks, 
agency officials said. , 

In addition, special point-of- 
purchase material and dealer mer- 
chandising programs have been 
built around the new theme. 


Elects Van Evans V. P. 

Van M. Evans, general manager 
of Deutsch & Shea, New York, has 
been elected a vice-president of 
the agency. The agency recently 
celebrated its 10th anniversary. 


Dunay & Rader Named 

Dunay & Rader, New York, has 
been appointed to handle the ad- 
vertising of Tech-Master Products 
Co., New York, manufacturer of 
TV, kits and sets. 


Pamphlet Supports 
Comics Magazines, 

. ri * = 
Kids’ Radio Serials 

New YorK—The Public Affairs 
Committee, non-profit, educational 
organization which has published 
dozens of pamphlets and sold 14,- 
000,000 copies of them, gives much 
support to comics magazine pub- 
lishers and radio broadcasters in 
its “Comics, Radio, Movies—and 
Children,” pamphlet No. 148 (20¢). 

The pamphlet, by Josette Frank, 
widely known authority on chil- 
dren’s books and radio, states 
clearly that attacks on comics by 
anxious parents perhaps do more 
harm to children than comics 
reading, and radio adventure 
shows generally just permit chil- 
dren to escape from the humdrum 
of ordinary living—and the shows 
are not overly stimulating to the 
kids. 

Miss Frank admits that some 
programs and some comics can be 


Philadelphia - 
San Francisco - 


WHERE’S THE ROAD? 


The road will go where “Caterpillar” 
equipment goes. 
follow, and shops and towns. Living 
moves in where “Caterpillar” prod- 
ucts clear a way. 


And houses will 


Building roads is but one of the 


contributions to a growing land made 
by “Caterpillar” engines, tractors, 
motor graders and earthmoving 
equipment. Advertising tells the 
complete story, year after year, for 
Caterpillar Tractor Co., our client 
since 1928. 


N.W. AYER & SON, INC. 


New York + Chicago + Detroit 
Hollywood + Boston + Honolulu 


Advertising Age, April 25, 1 \49 


disturbing for some children, > 
she sees no solution in efforts ; 
prohibit comics or radio listening 
The answer, she says, is in exam. 
ining other factors contributing t 
fears a child may exhibit, and ip 
“the same kind of wise and und >2r. 
standing management we use iy 
all our relationships with ow 
children.” 


s The author points out that c’),i). 
dren can take an amazing amo in} 
of blood and thunder without be. 
ing damaged by it; that if tue, 
can’t get the excitement the ’r. 
looking for in the juvenile seria) 
programs they will turn elsewher 
for it, and that parents should lis. 
ten with children to programs ani 
help them get a balanced radi 
diet. 

She criticizes radio, - althoug) 
mildly, for offering no shows fo; 
children of pre-school age; for ex. 
aggerated commercials and for the 
flimsy premiums sometimes sent 
to children; and she suspects that 
the many children who listen 1 
soap operas get a rather disturb. 
ing idea of adult relationships. 

Miss Frank hopes television wil! 
be used more than radio to edu- 
cate and entertain children. The 
movie industry, she says, has failed 
to make any especially suitabl 
pictures for children, but she ob- 
serves that many films are never- 
theless enjoyed by children. 


DEWEY VETOES COMICS 
CENSORSHIP BILL 


ALBANYy—Gov. Thomas E. Dewe; 
vetoed the Feinberg bill on Apri 
19, on the ground that it was un- 
constitutional. 

The bill, introduced at the re- 
quest of the state District At- 
torneys Association to provide a 
means of removing objectional 
comic books and similar publica- 
tions from the newsstands, would 
have made it unlawful to print 
distribute or sell books, magazine: 
or pamphlets devoted principall) 
to accounts or pictures of blood- 
shed, lust or heinous crimes. 

It was designed to replace a! 
old law which the U. S. Suprems 
Court held unconstitutional. The 
Governor’s veto noted the Svu- 
preme Court held the earlier law's 
language “vague and indefinite 
and unenforceable under the 14t! 
Amendment” to the Constitution 

The new law makes little chang 
in the language, Mr. Dewey said 
in his veto memorandum. 


New Newspaper to Bow 

A new morning newspaper, the 
Sun, Jamestown, N. Y., will b 
published daily except Sundays 
starting April 28. Harry E. Sharke 
is editor and general manager. 


Appoints Peter Hilton 

The Bi-Centennial Exposition a! 
Port-au-Prince, Haiti, has ap- 
pointed Peter Hilton, Inc., )/e¥ 
York, to handle advertising in the 
United States and Canada. 


To Wilhelm-Laughlin-Wilso: 

The New York office of ‘Vil- 
helm-Laughlin-Wilson & Asso 
ciates has been named to ha idl 
the advertising of Hooper V ilvé 
Co., Newport News, Va. 


— 


ADVERTISING, | 

MERCHANDISING 
and EDITORIAL 

INFLUENCE 


in the DAKOTAS 
Dakotas Own Magazing | 


DaKorA F: ARMEF | 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertiunnge Manager 
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t on SPOLVEAST ann 


tabli STANLEY EKMAN + RAYMOND CRAIG + JOHN HOWARD 


ELMER JACOBS + JAMES LENTINE + PAUL PINSON 


5 EVERETT McNEAR «+ CLIFFE EITEL + STEVEN SKIBO 
wey 
A pri 
un- 
} Fe- j 
+ f ers 
i art buyers! 
ional 
lica- 
ould 
yrint 
zines 
Dall) 
00d- HAVE YOU RECEIVED PORTFOLIO NUMBER 3? 
> al 
rem 
The THE PORTFOLIO contains forty-five examples of the work, some never before reproduced, of 
Su- 
aw’s the nine free-lance illustrators listed below. It is issued as a service to the art directors of 
e 
14t! national magazines, agencies, and advertisers and to other art buyers. Response to Portfolios 
tion 
angt number 1 and 2 shows that art directors appreciate a chance to see work in progress and to 
said foll ll eal a ere a STANLEY EKMAN 
ow original developments in illustrative thought and style. 
ee P S y RAYMOND CRAIG 
JOHN HOWARD 
, the If you buy illustrations of top quality and did not receive a ELMER JACOBS 
1 be ‘ é . , P . AES LENTINE 
jays copy of Portfolio 3, please write on your business stationery to JAMES LENTINE 
rey PAUL PINSON 
, NINE ILLUSTRATORS + 333 NORTH MICHIGAN AVENUE - CHICAGO 1, ILLINOIS EVERETT McNEAR 
CLIFFE EITEL 
mn ; NOTE: The Nine Illustrators is not a studio. This is a joint effort in cooperative promotion by nine free-lance artists. STEVEN SKIBO 
ip- 
New 
) the @® THE PHOTOGRAPH BELOW shows pages from Portfolio number 2, a few copies of which are still available. 
Wil- 
s0- 
idle 
"lve 
) 
Following the policy of encouraging cooperative 
- activities in the Graphic Arts, this space is contributed by COLLINS, MILLER & HUTCHINGS, INC. 


CHICAGO PHOTOENGRAVERS 
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(odvertisement) 
‘“‘Ad Agency Wins Out; 
Client Admits Defeat’’ 
See Story Page 38 
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Selling and Serving May Be the Same 


At the recent annual meeting of 
the American Association of Ad- 
vertising Agencies, Thomas D’Arcy 
Brophy of Kenyon & Eckhardt, and 
retiring chairman of the Four A’s 
board, summed up for those pre- 
sent the challenge accompanying 
the shift to a buyer’s market by 
asserting that agencies should: 

“1. Be true to ourselves, in our 
relations with one another and to 
our professional responsibilities. 

“2. Be true to our clients, even 
though it hurts. View their prob- 
lems in the light of what is right. 
Counsel against dangerous expe- 
diencies. Avoid the pitfalls of the 
superficial approach. 

“3. Be true to our over-all trust 
as the voice of American business.” 

Gone are the days, Mr. Brophy 
emphasized, “when the only mea- 
sure of advertising was, ‘Will it 
sell?’ Today it must also serve.” 

Mr. Brophy’s analysis is ob- 
viously sound. He is concerned, as 
are all who think intelligently 
about the future, about the return 
of wild-eyed and wildcat tactics 
designed for immediate advantage, 
without thought of their ultimate 
result. 

And yet we want to quibble a 
bit with his intimation that the 
validity of the measure of adver- 
tising implied in the question “Will 
it sell?” has lost any of funda- 
mental soundness. It is our opinion 
that if anything basic is wrong 
with advertising and selling and 
marketing now, the thing that is 
wrong is that the question “Will 
it sell?” has become an incidental, 
rather than a major measure of 
value. 

In almost ten years of “easy 


living,” advertising and selling 
have lost sight of the fundamental 
job of advertising and of all pro- 
motional activities—to sell. A re- 
turn to fundamentals in which 
“Will it sell?” again becomes the 
most important consideration in 
any marketing move is not only 
called for, but essential. If our ad- 
vertising and our salesmen and our 
promotion don’t sell, and sell hard, 
then the buyer’s market—which 
is after all a salesman’s market— 
will be no market at all. 

There is nothing inconsistent in 
this concept with Mr. Brophy’s 
assertion that advertising “must 
also serve.” In fact, good selling 
is impossible without serving. It 
is only a warped understanding of 
the selling function and the selling 
process which can prevent sell- 
ing from serving—serving the 
seller, the buyer, the general pub- 
lic and the whole economy. 

For years most of us have 
mouthed the “slogan” that adver- 
tising and selling are the catalysts 
in a dynamic economy of plenty, 
but it is doubtful if most of us have 
really believed what we have said. 
Now the truth of that phrase is 
crystal clear. The economy stands 
or falls on our ability to utilize 
good, clean, effective selling to 
generate the orders which keep 
the wheels of business and in- 
dustry turning. 

Let us not forget that advertis- 
ing must “serve” in the higher, 
broader sense of performing a so- 
cial function and discharging our 
obligations to our society, but let’s 
not lose sight of the fundamental 
importance of that $64 question: 
“Will it sell?” 


A Government Testimonial for Advertising 


One of the finest testimonials 


| 


ever voiced with regard to the! 


power of advertising was voiced 
to the appropriations committee 
of the House of Representatives 
a week or so ago by Brig. Gen. B. 
M. Fitch, deputy chief of the 
Army’s military personnel pro- 
curement service. 

Four years of experience, Gen. 
Fitch told the House committee, 
demonstrates that Army enlist- 


| 
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The Army enlistment advertis- 
ing has been working so well, he 
reported, that the Army is asking 
only $2,510,000 for recruiting ad- 
vertising this year—less than half 
the $5,600,000 available during 
the current year. The reason for 
the curtailed advertising is the re- 
duced manpower requirements. 

Considering that the Army was 
having the very devil of a time 
getting men to fill the gaping holes 


ments “sell just like any other pro-| in its ranks a few years ago, that 


duct. When you advertise you sell 
lots of Chesterfields; when you do 
not, your sales drop. We have 
found we increase not only en- 
listments but reenlistments by 
good sound advertising.” 


is a tribute indeed to the value of 
advertising, and to the effective- 
ness of the advertising method. 
We hope it is a lesson which others 
in Washington and elsewhere will 
not soon forget. 


—Electrical Merchandising 


“That wasn’t Arthur Godfrey, sweet—it was Jeanette MacDonald. You had the wrong 
turntable speed.” 


a eee Ga, ae 


Wild and Free 
We have just finished reading 
the report of the American News- 
paper Publishers Association on 
Las Vegas and Steve Hannagan. 

Hannagan is best remembered for 
his unique contribution to Ameri- 
can journalism—the girl, clad in 
bathing suit, under the palm tree. 
A simple thing, but wonderfully 
effective, and Hannagan and 
pretty girls, clad in bathing suits, 
did a great deal tor Miami. 

Subsequently, Mr. Hannagan did 
a lot for Sun Valley, where pretty 
girls clad in bathing suits some- 
times turned up on skis. 

Mr. Hannagan is now publicizing 
Las Vegas. We are looking for- 
ward to seeing what pretty girls 
in bathing suits will do in Nevada. 

The ANPA is concerned about 
something else. Hannagan ran a 
big press junket to Las Vegas, 
taking more than 50 travel ana 
aviauon editors by TWA to see 
ihe wonders. 

The ANPA notes sourly that Las 
Vegas has a budget of $250,000, 
halt from the Chamber of Com- 
merce, half from the major inter- 
ests of the town. No newspaper 
advertising last year. 

A newspaper advertising mana- 
ger reports that the $250,000 is to 
go for “airplane rides, cocktail 
parties, free hotel rooms, radio 
spots, space in travel magazines, 
traveling expenses for promoters 
and free newspaper rides.” 

“Startling inroads are made on 
the space of newspapers by the 
press agent in the resort and travei 
tieid,’” the ANPA summarizes 
gioomily. “Will Las Vegas continue 
Lo ride tree, wide and handsome?”’ 


Pay Up, Poet 

Not long ago J. L. Wood, assis- 
tant treasurer of Johns-Manville 
Corp., wowed the New York Sales 
Executives Club with an exchange 
of poetry which one of his assis- 
tants had with a delinquent ac- 
count. 

In answer to a collection letter, 
the account wrote: 


“If I knew you and you knew me, 
‘Tis seldom we would disagree 
But never having yet clasped hand 
Both often fail to understand 
That each intends to do what's 
right 
And treat 
bright.’ 
How little to complain there’d be 
If I knew you and you knew me. 
When checks don’t seem to come 
on time 
And customers send nary line 
We'd wait without anxiety, 
|If I knew you and you knew me. 
Then let no doubting thoughts 
abide 


each other ‘honor 


Of firm good faith on either side; 
Confidence to each other give; 
Living ourselves, let others live. 
But any time you come this way 
That you will call we hope and 
pray, 
Then face to face we each shall see 
And I'll know you and you'll know 
me.” 


To which J-M replied: 


“If we could only come your way, 
We’d gladly do so and we'd stay 
To chat of many cosmic things, 
Of shoes and sealing wax and 


kings. 

Then you’d know us and we’d 
know you 

And stand as two good men and 
true, 


To find a way that’s straight and 
fair 

And solve our problems then and 
there; 

But since you’re there and we are 
here, 

We cannot meet, we sadly fear 

But here’s our hand and heart, by 
heck. 

Now, how about a little check?” 


And a few days later, came this 
answer: 


“In this morning’s mail, as I’m 
a sinner, 

Your poem came and you're the 
winner. 

To your appeal all doors unlock 

So find enclosed my John 
Hancock.” 


Week's Saddest Tale 


From Advertiser’s Weekly, Lon- 
don, for March 17: 

“A national advertising cam- 
paign for a new 35-guinea H.M.V. 
televison set has been postponed 
for some weeks because factory 
output of the new set has been 
absorbed by some 10,000 orders, 
the direct result of wide editorial 
publicity in the national and pro- 
vincial press. 

“The new set is claimed to be 
the cheapest in the world.” 

It also has the lowest advertis- 
ing cost in the world, right now. 


Jottings 

One of the most impressive 
agency opening announcements 
we've seen came from Fred Smith 
& Co. It used testimonials from the 
people who have worked with Mr. 
Smith and like what he does, 
among them: Bruce Barton, George 
Gallup, Chester LaRoche, Edward 
J. Noble, Henry Morgenthau Jr., 
and Richard L. Simon... 

Did you notice that a trip to the 
North Pole for two was part of 
CBS’ “Hit the Jackpot” payoff? 
Is that a prize or a threat?... 


Advertising Age, April 25, 19-9 


_ Rough Proofs | 


NBC says the Henry Morg:: 
show has everything but a fu) - 
time sponsor. 

Whatsamatter, does Fred Allcn 
want a hiatus, too? 


ges8 
Arthur Frederick Otis wrote in 
ode to the account executive and 
said, “His physician must know 
a cure for ulcers now and then.’ 
Or a way to immunize him 
against occupational hazards. 
geen 
Kraft seems to have the upper 
hand over Schlitz in Milwaukee, 
since the Journal reports that 
98.9% of the good burghers eat 
cheese, and only 90.3% drink beer 


“Private brands staging revival, 
Borden warns,” headlines the 
world’s greatest advertising jour- 
nal. 

By the time they are fully re- 
vived, with the aid of advertising. 
they won’t be nearly so private. 


Food stores make most cigaret 
sales, according to the Grocery 
Manufacturers’ Association. 

Mamma may forget to order the 
chops or the cheese, but she neve! 
fails to mention Camels o! 
Chesterfields. 

a 


If you thought Bing Crosby's 
skit with Claudette Colbert and his 
four sprouts in Wheaties’ basebal 
salute April 17 sounded familia! 
you were right. Claudette playe 
third base for the Crosby tean 
once before. 
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Gardner quits big agencies t 
build small ones, says the stor) 
in ADVERTISING AGE. 

“It’s a small thing, 
own.” ‘ 


but min 


Instead of asking, “When cab 
I get a new car?,” some of the 
customers. are now beginning \ 
inquire, “When can I get a new cal 
for $1,000.” 

. 


“Alcoholics ask aid of drinkers 
in a new fund-raising drive 1! 
New York. 

Trouble usually is that they ge! 


entirely too much aid from th 
drinkers. 


co 


Now everybody can agree, }! 
union there is strength. The g) 4! 
millers’ union president joie 
with General Mills to sign ar 4 
on the American enterprise sys‘ *" 

a 


The Department of Comm I< 
has called off the business p: pe! 
advertising campaign to incr 
steel scrap collections. The de: 
were found to be completely se 4p” 
happy. 


ase 


ers 


se s8 
The Broadcast Measurement 3 
reau found its prestige enha’ 
at the NAB convention, AA 
ports. Now all it need worry a 0 
is $s. 
Copy 
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To Sell More Goods To More | 


now 7 
+ Women In America’s 32° Market 
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. . ° RETAIL STORES MAKE THE INQUIRER 
gel / THEIR FIRST CHOICE IN PHILADELPHIA 
the 7 - 
For 10 consecutive years THE INQUIRER has led all Phila- 
delphia papers-in retail store advertising. In 1948 THE 
Po INQUIRER carried 1,165,000 more lines of retail advertising 
r than the 2nd paper. Here’s more proof of more productivity! 
on 
NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
rceé 
as 
" rs rs . 
: ¢ Philadelphia Mnguirer 
a Exclusive Advertising Representatives: 
re- TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232;ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
out West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S, Hill St., Los Angeles, Michigan 0578 
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Radio, Magazine 
Heads Will Appear 
on ANPA Agenda 


New YorkK—Newspaper pub- 
lishers will get a chance to look 
at—and hear—representatives of 
their principal competitors at the 
American Newspaper Publishers 
Association convention here April 
26-28. 

On Wednesday afternoon, April 
27, a symposium on “Space and 
Time in Buyer’s Market” will 
include addresses by Niles Tram- 
mell, president of National Broad- 
casting Co., representing televi- 
sion; William C. Gittinger, sales 
vice-president of Columbia Broad- 
casting System, representing AM- 
FM radio; and Walter D. Fuller, 
president of Curtis Publishing Co. 
and chairman of National Associa- 
tion of Magazine Publishers. News- 
papers will be represented by 
Harold S. Barnes, director of the 
Bureau of Advertising. 

Thomas W. Walker, Sawyer- 
Ferguson-Walker Co., will appear 
at the program’s close in his role 
of president of American Associa- 
tion of Newspaper Representatives. 
William A. Butler, publisher of the 
Sentinel, Holland, Mich., and mem- 
ber of the Bureau of Advertising 
board, will be keynoter and pre- 
siding officer. 


N. A. Philips Co. Shows 
New TV Projection Unit 


North American Philips Co., 
New York, recently demonstrated 
its new television projection unit, 
which provides pictures 3x4’ on 
a conventional home movie screen. 

Based on the company’s Protel- 
gram system, which gives a 200 
square inch picture from a 2%” 
tube, the unit is being made avail- 
able to set manufacturers. Philips 
officials said a home projection 
unit incorporating the system 
could be manufactured to retail 
at about $550. Nine set makers 
already are using the 244” tube 
in projection models and three 
others have made arrangements 
to do so. 


Appoints Robinson 

Lee Robinson, for the past 25 
years a sales executive of radio- 
television magazines published by 
McGraw-Hill Publishing Co., Cald- 
well-Clements, and Bill Brothers 
Publishing Corp., has joined Ra- 
dio-Electronics, New York. Mr. 
Robinson and John J. Lamson will 
work together as sales managers. 


SALES RESULTS 
In MINUTES 


89% of the readers of the St. 
Petersburg TIMES, repre- 
senting 93.8% of this market’s 
potential buying power, are 
not more than 20 minutes re- 
moved from any store, or out- 
let, of the national advertiser. 


Here is speed, action, no 
wasted time or distance from 
buyer to point of purchase! 


St. Petersburg is America’s 
newest 100,000 market and 
enjoys the additional prosper- 
ous benefits of a truly great 
winter resort. 


Consistent advertising in this 
great market will definitely 
help build your sales. 


ST. PETERSBURG-FLORDIA 
Daily TIMES Sunday 


Represented by 


Theis & Simpson, Inc. 


New York + Detroit + Atlanta « Chicage 
V. J. Obenaver, Jr., in Jacksonville, Fla. 


Champ Hats Names Siegel 

Jerry Siegel, formerly vice- 
president of Byer-Rolnick Co., has 
been named to the newly created 
position of district sales manager 
for California for Champ Hats, 
Inc., Philadelphia. 


O’Brien To Gray & Rogers 
O’Brien Machinery Co., Phila- 
delphia, dealer and exporter, has 
retained Gray & Rogers, Phila- 
delphia, to handle its advertising. 
Newspapers, magazines and trade 
publications will be used. 


Sat wok a 


Kay Names Reynolds Agency 

The Montreal office of E. W. 
Reynolds & Co. has been named 
to handle the advertising of Kay 
Mfg. Co., Montreal. Magazines, 
farm papers and trade publica- 
tions will be used to promote Pris- 
cilla branch bias tape and Jack 
Frost weather stripping. 


‘ll Progresso’ to Peed 

Il Progresso, Italian newspaper, 
has named Ear! S. Peed, New York, 
to handle its publicity and public 
relations. 


Mandell Joins WCCC 


Evelyn Mandell, formerly with 
Julian Gross Advertising Agency, 
Hartford, Conn., has joined the 
commercial department of Station 
WCCC, Hartford, succeeding Mrs. 
Margaret Sturdivant, who has re- 
signed. 


Better Ball Names Julian 

Harry W. Julian has been ap- 
pointed vice-president in charge 
of sales of Better Ball Co., Pal- 
myra, Pa., distributor of air in- 
flated rubber balls. 
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Gans to Thwing & Altman 


Joe Gans, former director .[ 
radio and television of Raymor 
Advertising, Newark, N. J., hs 
been appointed vice-president ©» 
charge of radio and television | 
Thwing & Altman, New York. 


Appoints Weightman Agency 
Weightman, Inc., Philadelphi , 
has been named to handle the ac - 
vertising for Case’s Tangy Por 
Roll, Inc., Trenton, N. J. New - 
papers, television, radio and trace 
publications are being used. 


Television time buyers know well that station se- 
lection becomes more difficult as the number of 
stations increases. To ease the task of station selec- 
tion, NBC Spot Sales offers all of the information 
listed on the right for nine major television sta- 


_To make tele 


ttle ay 


> 


tions. It’s all yours for a phone call. 


IF YOU are looking for the complete story of the 
major television stations in the nation’s major 


representing television stations: WNBT—New York »* WNBQ—Chicago * KNBH—Ho! 


Re 


many of these stations in such television cen':rs 
as New York, Philadelphia and Washington «re 
viewed by more people more often than any oi ie! 
stations in their market. 


markets, call your nearest NBC Spot salesman. 
You'll find that he represents nine outstandin 
television stations, all of them in op@ration tod:y. 
You'll find that seven of these stations are loca ‘ed 
in the ten largest U. S. markets. You’ll find t/:at 
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2ress’ Increases Price 

The Press, Middletown, Conn., 
.fternoon daily, has increased its 
:rice from 4¢ to 5¢ per copy. The 
eekly delivered price on estab- 
shed routes has been raised to 
)¢ and the monthly price for 
elivery by mail or motor route 
as been increased to $1.25. 


2&R Adds Lever Product 

Lever Bros. Ltd., Toronto, has 
.ppointed Ruthrauff & Ryan, New 
‘ork, to handle advertising in 
Canada of Good Luck Margarine. 


ABC Adds Two Stations 

KYJC, Medford, Ore.,° and 
KWWB, Walla Walla, Wash., have 
joined American Broadcasting 
Co.’s Pacific Coast group. Both 
stations have 250-watt power. This 
brings to 273 the number of ABC 
affiliates. 


Joins Mogge-Privett 

Isabella Hendricks, formerly di- 
rector of consumer education of 
Western Growers Association, has 
joined the copy staff of Mogge- 
Privett, Inc., Los Angeles agency. 


OSU Radio Institute 
Schedules Sessions 
on Broadcast Media 


Co_tumMsus—More than 1,000 ed- 
ucators, broadcasters and civic 
leaders will participate in the 19th 
Annual Institute for Education by 
Radio here May 5-8, to weigh the 
present and future of radio, tele- 
vision and facsimile. 

Internationally-known radio of- 


ficials will appear on the four-day | 
program sponsored by Ohio State | 
University. 

Wayne Coy, chairman of the) 
Federal Communications Commis- | 
sion, will be the lead-off speaker 
at the first general session. He will 
make the basic presentation of 
“The Future of Broadcasting—AM, 
FM, TV and FAX.” 

British and French approaches 
to the problem, “Can radio contri- 
bute to world peace?” will be 
presented in a general interna- 


You'll find your NBC Spot salesman fully in- 


formed on the market, the station and the pro- 
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Television Station Check List 


COMPETITIVE POSITION 
popularity of programs 
size of audience 

extent of coverage 


quality of reception 


network afhliation 
programs available 
rates 


promotion services 


PERFORMANCE 

sales successes 

audience response 
advertisers using station 
advertiser testimonials 


commendations and awards 


STATION FACILITIES 


size of studios 


number and type of cameras 


live and film studio crew 
mobile units 
art, scenery, set construction 


audio facilities 


GENERAL INFORMATION 


loyalty of audience (“most listening”) 


film studio facilities (35 mm and 16 mm) 


slide projectors and balopticon 


15 


tional session by Norman Luker, 
North American director of the 
British Broadcasting Corp., and 
Pierre Crenesse, who heads the 
French radio system in North 
America. 


ws William E. Ware, president of 
the FM Association and general 
manager of KFMX, Council Bluffs, 
Ia., will represent FM in a dis- 
cussion that will follow Coy’s talk. 
TV will be represented by Morti- 
mer W. Loewi, executive assistant 
to the president and director, Du- 
Mont Television Network, and fac- 
simile by John V. D. Hogan, pres- 
ident, Radio Inventions, Inc., New 
York. 

“What Will Television Do to 
American Life?” will be debated 
in a general meeting with Oscar 
Katz, Columbia Broadcasting Sys- 
tem director of research, scheduled 
to present a summary of research 
on the effects of TV. Julian Bryan, 
executive director of the Interna- 
tional Film Foundation, will speak 
for motion pictures. Martin Gosch, 
president of the Independent Tele- 
vision Producers Association, New 
York, will represent TV. James 
L. Fly, former FCC chairman, will 
preside. 


National Broadcasting Co. 
Names Harris and Benson 


Leslie Harris and Mitchell Ben- 
son have been named assistant 
national program director and co- 
ordinator of new programs, re- 
spectively, for National Broad- 
casting Co., New York. 

Mr. Benson, who will also be 
administrative assistant to the na- 
tional program director, was radio 
director and supervisor for William 
Morris Talent Agency before join- 
ing the network. Mr. Harris pre- 
viously was radio director of Ben- 
ton & Bowles. 


Ryan Returns to ABC Sales 


Morgan Ryan has rejoined the 
eastern radio sales department of 
American Broadcasting Co., trans- 
ferring from the position of eastern 
program manager for the network 
and WJZ, New York, its key sta- 
tion. Leonard Reeg, production 
manager of ABC’s western divi- 
sion, will take over Mr. Ryan’s 
former duties temporarily. 


Gets Pretzel Account 


American Cone & Pretzel Co., 
pretzel baker with plants in Phila- 
delphia and St. Louis and pro- 
ducer of Rold Gold brand of pret- 
zel items, has appointed Al Paul 
Lefton Co., Philadelphia, to handle + 
its advertising. 
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grams which interest you. You'll find him and his 
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associates to be the best-informed television repre- channel 
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enlatives in the industry. effective radiated power 
transmitter height 


the nation’s major television stations in the transmitter location 
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hat-on’s major markets are represented by management and ownership 
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YORK * CHICAGO «+ CLEVELAND + HOLLYWOOD + SAN FRANCISCO + WASHINGTON «+ DENVER 


SALES 
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-Philadelphia » WBZ-TV—Boston * WNBK—Cleveland »* WNBW—Washington * WRGB—Schenectady »* WTVR—Richmond 


Booklets 
lithographed 
by Philipp are _ 
a delight to the | 
eye —and sales 


LITHOGBAPHING 


bic 


1422 WN. 4th ST, MILWAUKEE 12, WIS. 
PHONE « MARQUETTE 86-2446 
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Walco Appoints Hauptman 


Walco, Inc., East Orange, N. J., 
maker of phonograph needles and | 
Tele-vue lenses, has appointed H. | 
W. Hauptman Co., New York, to! 
handle its advertising. Eugene B. 
Lucas, formerly with Air King, 
Bendix and General Electric Co., 
has joined Walco as national sales 
manager. 


McPherson Joins Mcllhenny 


Irving P. McPherson Jr., former 
vice-president in charge of sales 
and advertising of Angostura- 
Wuppermann Corp., New York, has 
been appointed national sales man- 
ager of MclIihenny Co., Avery Is- 
‘land, La., maker of Tabasco. He 
will divide his time between New 
York and Avery Island. 


Women Set New Ad 
Readership Record 
In Houston Study 


New YorK—Women’s reading 
of national advertising in the Feb. 
16 issue of the Houston Post was 
the highest recorded to date in 
the Continuing Study of News- 
paper Reading, according to the 
Advertising Research Foundation. 

The men’s score for reading any 
national advertising was the third 
highest ever tallied for male 
readers in this department. 

Ninety per cent of the women 
and 81% of the men read one or 
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more of the national ads in the 
survey issue. A full-page display 
for Folger’s coffee won three-way 
honors with its readership score 
of 46% for men and 73% for wo- 
men and took the top spot on the 
list of highest scoring groceries- 
beverages ads. The women’s score 
of 73% gave the ad a tie for first 
place among all national ads ever 
measured in the study. 


NAMP Schedules Meetings 

National Association of Maga- 
zine Publishers, New York, will 
hold a one-day meeting at West- 
chester Country Club, Rye, N. Y., 
on June 23. The association’s 30th 
annual meeting will take place at 
the Essex and Sussex, Spring Lake 
Beach, N. J., Sept. 12-13. 


Sateway Airs ABC Show 
Safeway Stores, Inc., Oakland, 
Cal., has signed to sponsor a Mon- 
day through Friday quarter-hour 
portion of ABC’s Pacific Coast 
“Music in the Zeke Manners.” The 
time of sponsorship is 7:45-8 a. m., 
PST. J. Walter Thompson Co., San 
Francisco, is the agency. 
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Rod Maclean, assistant president and ad director of the Union Bank 
& Trust Co. of Los Angeles, has been elected a director of the Financial 
Public Relations Association. .. When General Electric Co. opened its 
jet-engine assembly plant in Lockland, O., not long ago, G-E Vice-Presi- 
dent Chester Lang was central figure of a celebration, and the recipient 
of a Certificate of Merit from President Truman for his work as chair- 
man of the company’s war projects committee, in which role he served 
from May, 1940, through 1945. . . 

Bill Hedges, NBC v.p., is receiving congratulations on the birth of his 
first grandson, Robert Dean Kidder, born April 7 at Swedish Covenant 
Hospital in Chicago. Bill also has two granddaughters ... A new 
daughter, the third, 
and a big promotion 
came the same day 
to Jean T. Callahan, 
when he was named 
retail sales manager 
of the Portland Ore- 
gonian ... W. H. 
Goan, manager of 
WAYS, Charlotte, 
N. C., welcomed his 
first child, a boy, on 
April 4. Mrs. Goan 
is a pianist for ihe 
WAYS “Young 


Americans” pro- 
gram. . . Jack and 
Betty Manning of 


Boston became the 
parents of a son, 
Brian Courtney 
Manning, March 31. 
Jack is account exec. 
of Chambers & Wis- 
well, and Betty is a 
v.p. of Newsome & 
CAs a -s 

At the Four A’s 
golf tournament at 
White Sulphur 
Springs, David M. 
Laux, executive v.p. 
of Sports Afield, had the low gross score of 73, and the magazine’s 
eastern ad manager, Ralph W. Fulton, had low net of 71. 

Joe Russakoff of Vanguard Advertising, New York, is really a busy 
man. He’s handling three advertising courses under the intensive busi- 
ness training division of CCNY’s evening extension program. . . Amos 
Baron, sales manager of KECA, Los Angeles, who suffered a broken leg 
during a fall last February, is back on the job despite a very elaborate 
cast in which his right leg is encased. . . And I. A. Martino, v.p. of Con- 
necticut Broadcasting Co., operator of WDRC, has returned to the studio 
after a long illness. . . 

Ruth L. Sickel of McCann-Erickson, New York, was engaged in early 
April to Richard Scanlon Jr. of Forest Hills. . . Daniel Ladd of Hearst 
Advertising Service, New York, and Mary Macdonald of New York be- 
came engaged several weeks ago. . . 


PARTY GOERS—Pictured at the annual dinner-dance 

of the Advertising Women of New York held April 

8 at the Hotel Astor, were (left to right) seated: 

Dorothy Kemble of MBS; Grace Johnsen of ABC, 

president of the Ad Women of New York, and Col. 

Gilbert T. Hodges, chairman of the executive board 
of the New York Sun. 


HOSTS GET BUSY—The Vancouver Advertising and Sales Bureau of the Vancouver 

Board of Trade starts things cooking for the 46th annual convention of the Advertising 

Association of the West, to be held in the British Columbia city June 26-30. Members 

of the convention committee are (left to right): John Helders, John Toogood, Frank 
“Tiny” Elphicke, Alex Forst and (kneeling) Edythe Johnson. 


Daniel C. McCarthy, publicity director of Socony-Vacuum Oil Co. 
New York, has been elected to the board of directors of the New York 
Tuberculosis and Health Association. . . Max Pauli, for the past 12 year: 
manager of H. K. McCann Co. in Frankfort, Germany, is visiting ii 
New York. He will consult with McCann-Erickson officials, and attend 
the forthcoming “Germany 1949” show. . . 

The executive head of Gimbel Bros., Philadelphia, Arthur C. Kauf- 
mann, received the Army’s certificate of appreciation for civilian servic« 
from Lt. Gen. Albert C. Wedemeyer during Army Day ceremonies 
April 6. . . And certificates of appreciation from the Connecticut Inter- 
racial Commission were received by G. Glover DeLaney, general mana- 
ger, and Philip Becker, program director of WTHT, Hartford, Conn. . 

On May 15, his 25th anniversary as advertising manager of Perfectio: 
Stove Co., Cleveland, Norman E. Olds is retiring. He’s a 30-year vet- 
eran with Perfection, having served as sales manager of its Canadiar 
branch fer five years before becoming ad manager. . . George Grabin 
Milwaukee manager of Arthur Meyerhoff & Co., who is vacationing ir 
Acapulco, Mexico, mailed friends an ad clipped from a Mexican news- 
paper characterizing beer produced by the Moctezuma brewery as “The 
beer that made Milwaukee Jealous.” . . 
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NEW Subscription Order Form... 


the mystery 


Please enter immediately my subscription to 
Advertising Age for 


[] One Year at $3.00 [] Two Years at $5.00 (] Three Years at $6.00 
(] Payment enclosed [7 Bill me later [] Bill my firm 
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Title 


Firm 


Street 
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wee s 1 no virgin 
ground left to plant? 

SCIENCE ILLUSTRATED for May explores this mystery, and its effect 
on your breakfast juice, in a bright, on-location article. This entire issue 
with a dozen other photo-reports plus a score of special features, demon- 


strates a new kind of picture-journalism for a new kind of reader-interest. 
And therein lies the moral. : 


For reasons involving no mystery whatever, advertising dollars 
are shrinking, too. It takes a lot of money to get results out of general 
audiences. It takes mass dollars to get even the casual reading which mass 
media offer. 

Isn’t your advertising dollar less juicy than it was 15 years ago? 

For the past three years, SCIENCE ILLUSTRATED has been cultivating 
very special soil. Attracted by a special editorial formula, a special audi- 
ence assembles here every month for a single purpose, They want to 
satisfy an intense science-curiosity — and they know that nowhere else 
can they find clear, complete facts about new products, new discoveries 
for better living. ; 

Naturally, with interests like these, SCIENCE ILLUSTRATED readers 
are extraordinarily well primed for the facts they find on the advertising 
pages here. And continuing research confirms their extraordinary ability 
to buy, with occupation, income, and influence far above average. 

This market now exceeds 530,000 net paid, by ABC average. 
The soil is ready. We believe you will find it mighty fertile ground for 
the planting of your advertising dollars — whatever their present size. 
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THE MAGAZINE OF NEW DISCOVERIES 


A McGraw-Hill Publication 330 West 42 Street, N. Y. 18, N. Y. 
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Walco Appoints Hauptman 


Walco, Inc., East Orange, N. J., 
maker of phonograph needles and 
Tele-vue lenses, has appointed H. 
W. Hauptman Co., New York, to 
handle its advertising. Eugene B. 
Lucas, formerly with Air King, 
Bendix and General Electric Co., 
has joined Walco as national sales 
manager. 


McPherson Joins Mcllhenny 


Irving P. McPherson Jr., former 
vice-president in charge of sales 
and advertising of Angostura- 
»Wuppermann Corp., New York, has 
been appointed national sales man- 
ager of MclIlhenny Co., Avery Is- 
‘land, La., maker of Tabasco. He 
will divide his time between New 
York and Avery Island. 


Women Set New Ad 
Readership Record 
In Houston Study 


New YorK—Women’s reading 
of national advertising in the Feb. 
16 issue of the Houston Post was 
the highest recorded to date in 
the Continuing Study of News- 
paper Reading, according to the 
Advertising Research Foundation. 

The men’s score for reading any 
national advertising was the third 
highest ever tallied for male 
readers in this department. 

Ninety per cent of the women 
and 81% of the men read one or 


EASY CHART 
SIZE 8 x 10 


Reproduction in Quantity — 


.06ic 


in 500 to 750 QUANTITIES 


(1000 and over .06c) 


; ge 
$1 10 Per Subject 


PHOTO-MATIC CO. [3735 <'ait $2220 1 


more of the national ads in the 
survey issue. A full-page display 
for Folger’s coffee won three-way 
honors with its readership score 
of 46% for men and 73% for wo- 
men and took the top spot on the 
list of highest scoring groceries- 
beverages ads. The women’s score 
of 73% gave the ad a tie for first 
place among all national ads ever 
measured in the study. 


NAMP Schedules Meetings 

National Association of Maga- 
zine Publishers, New York, will 
hold a one-day meeting at West- 
chester Country Club, Rye, N. Y., 
on June 23. The association’s 30th 
annual meeting will take place at 
the Essex and Sussex, Spring Lake 
Beach, N. J., Sept. 12-13. 


Safeway Airs ABC Show 
Safeway Stores, Inc., Oakland, 
Cal., has signed to sponsor a Mon- 
day through Friday quarter-hour 
portion of ABC’s Pacific Coast 
“Music in the Zeke Manners.” The 
time of sponsorship is 7:45-8 a. m., 
PST. J. Walter Thompson Co., San 
Francisco, is the agency. 
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Rod Maclean, assistant president and ad director of the Union Bank 
& Trust Co. of Los Angeles, has been elected a director of the Financial 
Public Relations Association. .. When General Electric Co. opened its 
jet-engine assembly plant in Lockland, O., not long ago, G-E Vice-Presi- 
dent Chester Lang was central figure of a celebration, and the recipient 
of a Certificate of Merit from President Truman for his work as chair- 
man of the company’s war projects committee, in which role he served 
from May, 1940, through 1945. . . 

Bill Hedges, NBC v.p., is receiving congratulations on the birth of his 
first grandson, Robert Dean Kidder, born April 7 at Swedish Covenant 
Hospital in Chicago. Bill also has two granddaughters ... A new 
daughter, the third, 
and a big promotion 
came the same day 
to Jean T. Callahan, 
when he was named 
retail sales manager 
of the Portland Ore- 
gonian ... W. H. 
Goan, manager of 
WAYS, Charlotte, 
N. C., welcomed his 
first child, a boy, on 
April 4. Mrs. Goan 
is a pianist for the 
WAYS “Young 


Americans” pro- 
gram. . . Jack and 
Betty Manning of 


Boston became the 
parents of a son, 
Brian Courtney 
Manning, March 31. 


Jack is account exec. 
afl Mhambhawn 8. WUTi-. 
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HOSTS GET BUSY—The Vancouver Advertising and Sales Bureau of the Vancouver 

Board of Trade starts things cooking for the 46th annual convention of the Advertising 

Association of the West, to be held in the British Columbia city June 26-30. Members 

of the convention committee are (left to right): John Helders, John Toogood, Frank 
“Tiny” Elphicke, Alex Forst and (kneeling) Edythe Johnson. 


Daniel C. McCarthy, publicity director of Socony-Vacuum Oil Co. 
New York, has been elected to the board of directors of the New York 
Tuberculosis and Health Association. . . Max Pauli, for the past 12 year: 
manager of H. K. McCann Co. in Frankfort, Germany, is visiting i 
New York. He will consult with McCann-Erickson officials, and attend 
the forthcoming “Germany 1949” show. . 

The executive head of Gimbel Bros., Philadelphia, Arthur C. Kauf- 
mann, received the Army’s certificate of appreciation for civilian servic« 
from Lt. Gen. Albert C. Wedemeyer during Army Day ceremonies 
April 6... And certificates of appreciation from the Connecticut Inter- 
racial Commission were received by G. Glover DeLaney, general mana- 
ger, and Philip Becker, program director of WTHT, Hartford, Conn. . 

On May 15, his 25th anniversary as advertising manager of Perfectio: 
Stove Co., Cleveland, Norman E. Olds is retiring. He’s a 30-year vet 
eran with Perfection, having served as sales manager of its Canadia! 
branch fer five years before becoming ad manager. . . George Grabin 
Milwaukee manager of Arthur Meyerhoff & Co., who is vacationing i 
Acapulco, Mexico, mailed friends an ad clipped from a Mexican news- 
paper characterizing beer produced by the Moctezuma brewery as “The 
beer that made Milwaukee Jealous.” . . 
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the mystery 


of the 


(with a moral for advertising men) 


Why have California Valencias shrunk to barely half-size in 15 years? 
Are insects to blame, or insecticides? Too much rain or too little? Smog 
or radioactive clouds? Or is the soil simply wearing out, with no virgin 
ground left to plant? 

SCIENCE ILLUSTRATED for May explores this mystery, and its effect 
on your breakfast juice, in a bright, on-location article. This entire issue 
with a dozen other photo-reports plus a score of special features, demon- 
strates a new kind of picture-journalism for a new kind of reader-interest. 

And therein lies the moral. aero 

For reasons involving no mystery whatever, advertising dollars 
are shrinking, too. It takes a lot of money to get results out of general 
audiences. It takes mass dollars to get even the casual reading which mass 
media offer. 

Isn’t your advertising dollar less juicy than it was 15 years ago? 

For the past three years, SCIENCE ILLUSTRATED has been cultivating 
very special soil. Attracted by a special editorial formula, a special audi- 
ence assembles here every month for a single purpose. They want to 
satisfy an intense science-curiosity — and they know that nowhere else 
can they find clear, complete facts about new products, new discoveries 
for better living. : 

Naturally, with interests like these, SCIENCE ILLUSTRATED readers 
are extraordinarily well primed for the facts they find on the advertising 
pages here. And continuing research confirms their extraordinary ability 
to buy, with occupation, income, and influence far above average. 

This market now exceeds 530,000 net paid, by ABC average. 
The soil is ready. We believe you will find it mighty fertile ground for 
the planting of your advertising dollars — whatever their present size. 


THE MAGAZINE OF NEW DISCOVERIES 


A McGraw-Hill Publication 330 West 42 Street, N. Y. 18, N. Y. 
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New Ritter Product Bows 

P. J. Ritter Co., Bridgeton, N. 
J., food packer, is introducing a 
new product, butter beans, in con- 
junction with the celebration of 
the company’s 95th anniversary. 
Preliminary promotion on the new 
product will begin immediately on 


the Ritter Co.’s Sunday afternoon 
ABC network radio show starring 
blind 12-year-old songstress Betty 
Clark. Later a consumer campaign, 
through Clements Co., Philadel- 
phia, will be launched in daily 
newspapers throughout the coun- 
try. 


360 NORTH MICHIGAN AVE. 


Big Telecasts 
Can Dwarf Sales 
Message: Loewi 


New YorkK—“Television is more 
than Broadway show business,” 
Mortimer W. Loewi, director of the 
DuMont Television Network, said 
last week as he warned against the 
danger of making telecasts “so 
stupendous they dwarf the sales 
message.” 

There are times when advertis- 
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ing is very effective; at other times 
it can be quite annoying, he con- 


PLAY BALL—The Carstairs baseball calendar is being issued to bars and tavern: 
again this year so patrons can get the latest scores. Showing the 1949 calendar 


CHICAGO 


are: 


G. Allen Reeder, left, 


Carstairs advertising director, 


and Chester Thomson, 


tinued. In the middle of a moving 
production of ““Hamlet,” the viewer 


sales promotion manager. 


is in no mood to think about soap. 

“This is a sales medium,” Mr. 
Loewi asserted in an interview 
with ADVERTISING AGE. “An adver- 
tiser is spending in TV today not 


. THE RAILROAD Palh 


PHONE CE 6-0233 
because he wants to be a pioneer, 


but because he wants to sell some- 
thing. He will stay in video as long 
as he gets back more than he is 


-- AGRICULTURAL CAPITAL OF THE WORLD 
RAILROAD CENTER OF THE NATION 


center of the nation. Easy transportation has 
made Chicago the center of marketing for grain 
and livestock produced throughout the Middle- 
west. The Chicago Board of Trade... Mercantile 
Exchange . . . the Chicago Union Stock Yards — 
each in its field is the largest marketing center 
in the world. 

Chicago is the commercial hub of the wide, 
rich area served by Prairie Farmer-WLS. From 
here, over a network of railroads, manufacturers 
find it easy to distribute their products. And it is 
easy to get that distribution, for customers will 
demand those brands they read about in Prairie 
Farmer, hear about on WLS. 

You get dealer support, too, for retailers know 
Prairie Farmer-WLS move merchandise. Write 
for the facts—wholesaler surveys in 10 different 
lines. 


HE GIGANTIC Railroad Fair, Chicago’s hit 
Br of 1948, will be repeated this year, 
opening June 25. Prairie Farmer-WLS will again 
participate; last year, we carried stories in the 
paper, broadcast Dinnerbell from the Fair every 
day of Farm Week. 

Prairie Farmer, America’s oldest farm paper, 
has long been interested in furthering railroad 
expansion. When it was founded 109 years ago, 
there were only 80 miles of rails in the Middle- 
west; today, thousands. In 1850, throughout its 
area, Prairie Farmer circulated petitions to Con- 
gress for land grants to railroads, then counseled 
the roads to resell to settlers, not speculators, 
that the territory should grow, and produce, and 
prosper. 

And how the area has grown! Chicago is the 
logical location for such an event as the Railroad 
Fair, because Chicago is the crossroads, the rail 


% Cs ea = aig ‘ ss J » ete i hee Bsc kayt ree aa wis’ 


ARMER. 


CHICAGO 


DAAIBIE 


aed 
wa 


. 


“TMB es ‘Senet BX & 


paying.” 


gw The television executive sees a 
double danger in the tendency for 
“everybody to try to outdo every- 
body else with elaborate TV pro- 
ductions.” He fears that viewers— 
“like children, who are permitted 
to have four portions of ice cream” 
—will become satiated. Even more, 
he fears advertising will not be 
able to support a full television 
schedule of such expensive fare. 

“We don’t want to put Broadway 
out of business,” he stated. “The 
public will be perfectly content 
with just good telecasts; every one 
doesn’t have to be a Broadway 
production.” 

He believes telecasters should 
concentrate on education, news, in- 
formation and service programs 
with a casual, easy-going pace. 

“We are trying to build such 
programs at DuMont as the best 
possible vehicles for the sponsor's 
show window in the home,” Mr. 
Loewi said. 


@ As an example of the type of 
service which he feels television 
should offer, he cited “Operation 
Success,” a DuMont program pro- 
duced in cooperation with the Vet- 
erans Administration to display 
the skills of unemployed war vet- 
erans. Some 3,500 men and women 
have appeared before the cameras 
to explain what work they would 
like and are qualified to do; 2,500 
of the number have obtained jobs 

“Unlike the other networks, 
we’re not inhibited by radio,” he 
pointed out. “And we don’t always 
run according to orthodox methods. 
But we do have one very im- 
portant rule—we spend the spon- 
sor’s money with the same care 
we do our own.” 

Another mistake which the Du- 
Mont executive feels telecasters 
are making is the “acceptance of 
ratings from systems set up for 
radio.” 

“You can’t compare two ar's 
which are so radically different.” 
he asserted. “Agency people, st |! 
thinking in AM terms, want 0 
know what ratings our daytir e 
programs have when they shou d 


This Campaign Will 
‘Sell Homes | in 1949! 


Manufacturers: Write for details on how you co 
tie in with this campaign for more sales in 194° 


Practical Builder + Building Supply New 
5 South Wabash Ave., Chicago 3, lil. 
(See page 39) 
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sk about the sales impact.” 


Mr. Loewi suggests that TV can 
ep costs down by hiring young, 
tractive, talented newcomers and 
tting them grow along with the 
edium. 

However, even operating with 
rogramming costs at a minimum, 
VABD, New York, is not expected 

break even this year because 

networking expenses. WTTG, 
\Vashington, will save money by 
ciscontinuing studio shows and 
carrying only the feed from New 
York starting this fall, but the 
break-even point is not yet in 
sight for this station, either. 

DuMont’s other owned and op- 

erated station, WDTV, Pittsburgh, 
has been making money since its 
debut. This is due to the fact that 
the station, Pittsburgh’s only TV 
outlet, carries sponsored shows ‘or 
all four networks. On the air 60 
hours weekly, WDTV still is with- 
out a studio. 


s DuMont’s programming plans 
envisage the construction of a tele- 
vision center on a 57-acre lot ad- 
joining its Passaic, N. J., plani 
Now in the drawing board stage 
the center would include a swim- 
ming pool, golf course, figh 
arenas, tennis courts, baseball and 
football fields and ample studio 
space for back-to-back produc- 
tions. 

Convinced that the networks 
will be unable to telecast 15 to 18- 
hour schedules in their presen: 
cramped quarters, Mr. Loewi has 
proposed that they cooperate in 
this project. Both NBC and CBS 
have expressed interest in the pro- 
posal. 

DuMont, which repeatedly has 
protested the “high rates’? charged 
by the American Telephone & Tel- 
egraph Co. for its coaxial cable 
and microwave relay facilities, 
hopes to get its network books in 
the black by the end of 1950. 
ion - 
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Call us “Doctor” and 
tell us your troubles—but in all 
riousness, STATISTICAL has the 
emedy to calm down blood pressure 
built up by the pressure of 
business. It may be the need for 
marketing research tabulations that 
auses the trouble. Or your depart- 
ment may be too short-handed to 
: andle your calculating or typing 
needs. Or maybe just a need for 
temporary office help. Relax . . 
because all needs like these are 
right down our alley. Call our 
nearest office today and get the 
soothing details. 


' BULATING + CALCULATING + TYPING 
AARKETING RESEARCH TABULATIONS 


(in your office or ours) 


M, R. Notaro, President 


3 W. Jackson Bivd., Chicago 4, Ill. HA 7-2700 
50 Broadway, New York 4, N.Y. WH 3-8383 
Arcade Building, St. Lovis 1, Me. CH-5284 


Ward Quaal Appointed 


Ward L. Quaal, acting director 
of the Clear Channel Broadcast- 
ing Service, Washington, D. C., 
since February, has been appointed 
permanent director of the group. 


N. Y. Adclub Names Walker 


Ray F. Walker, formerly treas- 
urer of the Hudson River Day Line, 
has been named assistant manag- 
ing director of the Advertising 
Club of New York. 


‘Southern Fireside’ to Bow: 
Names 3 Representatives 


Southern Fireside, Birmingham, 
Ala., a new home monthly maga- 


zine, is scheduled for September, 
1949, publication. Net paid circula- 
tion of 500,000 is guaranteed, de- 
rived from subscriptions paid for 
by Liberty National Life Insurance 
Co. for all of its policy holders. 
Brown-Seiwell Co. is the publisher 
(AA, March 14). 

The following have been ap- 
pointed national advertising rep- 
resentatives: Ortgies & Dillon Co., 
New York; O. A. Feldon & As- 
sociates, Chicago, Cleveland and 
Fort Worth, and Paul R. Fish & 
Associates, Los Angeles. 


Carson Buying KXGI 


A. O. Carson, former publisher 
of 23 Chicago north side news- 
papers, will ask the FCC shortly 


for permission to take control of 
KXGI, Fort Madison, Ia. Mr. Car- 
son, who reeently disposed of his 
Chicago publications, is paying 
$55,000 for the daytime 500-watt 
station. He recently completed ex- 
pansion of transmitter and studio 
facilities of KSMN, Mason City, 
Ia., which he controls. 


To Publish ‘Western Life’ 

Western Life Publishing Co. has 
been formed in Hollywood to pub- 
lish Western Life, a general maga- 
zine which is expected to appear 
June 1. John Whitehead, former 
editor of Radio Life, will be editor 
and Kurt C. S. Mann, formerly 
general manager of Designs, will 
be general manager. 


Fleer Opens Campaign 


Frank H. Fleer Corp., Philadel- 
phia, has opened a new campaign 
for Double Bubble gum in comics 
magazines and publications reaeh- 
ing teaehers, dentists, jobbers and 
retailers. Comic strip ads in Life 
and Look will start in May. Lewis 
& Gilman is the agency. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 
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‘ Every facet of WEI local programming - 

- shines brightly in Boston. Take women’s — 
programs. All five of the top-rated 
shows for women are on “‘Columbia’s 


you can make a brilliant showing _ 
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Polaroid to Try 
Camera-Buying Rush 
in L. A. This Week 


Los ANGELES—Following its 
proved “blitz” technique of en- 
tering a new market, the Polaroid 
Land camera will this week be in- 
troduced in the Los Angeles area. 
The May Co., which has the de- 
partment store exclusive, and 
many camera stores opened pro- 
motion with co-op advertising in 
Sunday newspapers, and massive 
window displays built around 
brochures provided by Polaroid 
Corp., Cambridge, Mass. 

The camera, which sells for 
$89.75 and has previously been 
introduced in Boston and Miami, 
(AA, Dec. 20, 48, and Feb. 21, 49), 
contains the revolutionary feature 
which provides a finished print 
from the camera itself, immedi- 
ately after the picture has been 
taken. 

The campaign will follow the 
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SHOWROOM 


RAISED CLOTH LETTERING 
LONG-LASTING 
EASILY CLEANED 

WON'T CRACK OR PEEL 


EVERY dealer will cherish 
and use a product-selling 
Banner with his name on it! 
Only Richcloth offers this 
extra sales stimulus at low 
cost. And Richcloth de luxe 
cloth-on-cloth Showroom 
Banners are tops in quality, 
beauty and long life. Order 
as fewas 25! Mail couponfor 
details, prices and samples. 


MAIL THIS COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
449 Cenjral Ave., Rochester 5, N.Y. 


Without obligation, send . prices and 
samples of Richcloth Showroom Banners. 


detail 
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company policy of opening a mar- 
ket with a big bang to help create 
the impression that the camera 
is an entirely new development 
and not just another model. 

The company tells dealers that 
they do not want a display unless 
it is of such size that it dominates 
in their stores. Anything less is 
felt to be beneath the importance 
which should be accorded this 
new development in photography, 
exclusive with Polaroid. 

Dealers are also told that Po- 


laroid will not do business with 
those who do not follow the over- 
all blitz technique proved suc- 
cessful in the two previous launch- 
ings. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Reintroduce Two Whiskies 


Gooderham & Worts, Detroit 
subsidiary of Hiram Walker Co., 
is reintroducing Special Canadian 
and G. & W. Seven Star whiskies, 
which were dropped in 1942. Both 


brands will be reintroduced to key 
markets, and gradually extended 
to national distribution. An adver- 
tising campaign will be launched 
in trade publications, followed by 
national magazines early in the 
fall. 


United Videogram Opens 
Chicago Branch Office 

United Videogram, Inc., Minne- 
apolis, television packaging agency, 
has expanded its operations with 
the opening of a Chicago office 
at 33 S. Clark St. Other offices 
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have been opened in Washingtc ; 
and New York. 

The company has completed , 
television film commercial fr 
Minnesota Mining & Mfg. Co., ©. 
Paul, promoting Scotch sound r: - 
cording tape for use in the home 


Klingensmith Names Van Duy : 


C. J. Van Duyn, formerly an a: - 
sistant in the production depar - 
ment of McCann-Erickson, Clev: - 
land, has been appointed produ: - 
tion manager of H. M. Klinge: - 
smith Co., Canton, O. 


uct for distribution to retailer and @ 
the builder. American Builder reac\f™ 
impressive percentage of jobbers’ 
tives and salesmen in every tradigj 
(See ABC figures.) 


4 
He supplies the needs of the buil 
a prime factor in building in ever 
area of the country. America 
reaches more than 13,000 retaile 
more than 85% of the total build 


building material jobbex 


terial volume. (See ABC figures.) ¥ 


Controls more than 90% of all Light Ogi 


bul 


struction — residential, commercial, a 


farm. American Builder reaches more than® 
50,000 builders—the leaders in every 


building area. (See ABC figures. ) 


Builder 
} who do 
ng ma- 


farm 


pmmercial 


ops, stores, service stations, 

taurants, warehouses, sheds, churches, 

husement buildings, etc., including both 
fan and rural establishments. 


psidential 


mingle detached homes, multiple 
apartment buildings, hotels, and other 
shelters up to and including four stories. 
Private garages. 


Homes, barns, silos, sheds, etc. 


924 


irst 


Fy 


; = is in JS: es, is een - 3 . : i ae me - - fi Bier a . = re K = ee 1A a iz ‘ ee = aye gece Ie ia Goa, mal sha eae oe = pay s i a : ue Pr a 
aw’ a i pt eae i tes ee ee ee es Pies es oer rae Ce fr gel. ae. Ee ae mat ee mE rd sis i ie O° 
oe Oe . 4 
eer 20 eee .dver 
a 1 j | 
av # s rel 
: ~ 
,On 
a ‘ea 
— NEw 
aa | ee pt. 
i ie ee perv. 
—— rtisi 
balk ‘ Ste! 
: ‘agaz 
er of the 
ai ; | | ! here. 
OR es 
So nen a = - ee 
abate ss Se. a Rae eg: Ww h 
Sie Sy a lege eae ye iake Mere) Pie 
. Wee en ey ee 
in cama RC Tali al ai a oer - Bean 
eo ~ erie hed ; 
Peete nee + sisi Mex ‘ 
ee EAE Se SS Te SE Se A oe ee .. S Bo 
a ee w ae - ee Ae ic: 
t yo ee eet t “ 
Pu yo : ; Ske | ce es i - } eg 
" é iA F 4 ; 3 on J 
r names mgs ae TS 
dealers’ 4 aS 
| our —— - | 
si int-of-54 ee ae oe 
ee ) Se ee vegiiens | 
hia a P HY y Sa a9 ‘ae Ere tie Bee coe sci se S si ay. eS 
ertisin WP gee es 
a Vv ne ae ee OO ey ee ae ie sil a a 
ms >. ae wha PR PUA ge OG ae ee See, , al ee ee 4 “3 
: . 7 ie eri ‘ ps sats ee Foie rhs ->° ae oe wail fee rae r 
| ee? +. aes leo age aE ee 
a “ a RA rem e a er ail cid, wee ee 
ey ener d ie pe Pa 3 es cS see : 
ae os “ = = - Zs = Es ee aoe ae.” hehe’ % a g _ a 4 
ere 4 wa ~~.) a bh cabeeaaed i 4 % ea Ws a od ie a, ee j 
hay : | la Bi wags "2230 ae? ON Pe | 
nee | = we ‘= pe “an il oe Pm Pn ae 
ae. PERSONALIZED # ~ =: iB * 1. F a & vs “ght 
pe ae . a L ; * maces w 2 : eo Ries a 
Bs: : eS rs ibs ff ge % ae = ee iy 
e Pp eS . — oe a ae ey Se 
AS; sie Pi ae i < 
ne BANNERS [/ | era 3 
: yee | eS jf ne q 
Us NA ii me | | 
om VU) i) ' wy AKI Os ie ie Ls ’ th 
: 4 $ <i [ae se 
pe oS eee 2 ‘ Wisrie. nt : Co 
a ; \ ‘ ‘ > : au, 
a ss Fe, qt ? wma. ca -E Lui 
2 ae r cs : _ 4 
Tee ; He must be influenced to stock your pi m.. i iT 
Berio n to Bi ~_ ~~ 4 ee Re 
ier De, ot ele Bre a Ey. ; 
ae : —— heal at Mi: Teo gia . 
es Ss an : —_ dntng oes tees ye, eee | 
oe Ee ge RES... Co 
ie ecu- i - ite 
“ae rea. 4 reer a oan 
a { : . % % po hn aad sneha re anne ia / 
nee @ pt a ae by rs : a ae ae — 
eae d : : : a gM ig 
= r deal i Te ee ee | 4 
ae retail lumbed @eqter % mee el ae i 4 
att) a ue, Lid ) 
| er and is : ee ay 
a trading —— eee 
ty ae . i ei hee Sy. ee 
wees SS 
ei la = 
ee a arte it ae ee 
oie a Rae er ie | a AO 
E x — ‘ # % “og , LV Ay é : 
ae — Lae Re 2 a 
ars -_= Mililder oan OS fee : 
pian oe — ant. Ps CHOICE N MS if fe oT a a Hl 
boa ee m+: tm: ae 4 
oe ice territories a oe = 
ae io afew cho ex- = am a ve - 2 . 
et (Please attach 10, | gy avaliable fr a Ss i ee R 9 
eee or write on, ' anced advertising’ a ee Salaam | sah 5 
ose, =F — alesmen. ee a ££ -- Se = 
poo ia jalty § im 2 pe a 
ae as detolls. aie is > - 
ta stk ’ Write to b ‘ tie Sy a ane ee oa 
ba Ben a 8 a4 
om . - ah” 3 ~ val _ * iv a 
Shey me 3 ’ bi Fi 
2 eee ! ! 7.” ' "i 
i a a ee * i Gee ; 
mise, F 9 Feet 
ae | | - Fs 
io ————Fs 
si I | 
; Name __ | 
EES ee, 
aide 7 ree. 
eae | ! 
naar | 


9) dvertising Age, April 25, 1949 

tc: § 2remiums Will Lead 

{ . 

«. |  ontestsin Three 

NS = 

m. ‘ears: Sterling 

New YorK—Premiums will gain 

2 ,e upper hand over contests in 
oney spent on this sort of ad- 

a - rtising within three years, John 

* J ©. Sterling, publisher of This Week 

iro lagazine, told the April meeting 

e} the New York Premium Club 


here. 


“Premiums will win the fight 
with contests because the leaders 
in this field are fine, reputable 
firms with a high degree of in- 
telligence and integrity,” he pre- 
dicted. Mr. Sterling said that $9,- 
000,000 was spent last year by 
American companies on contests, 
compared with $6,000,000 on pre- 
miums, but he predicted a reversal 
of the figures in the next three 
years. 

General Foods led all other com- 
panies in premiums last year, he 


reported, with 29 offers involving 
14 products. General Mills was sec- 
ond with 27 offers and 13 products, 
followed by Kellogg with 22 offers 
and eight products. 

Mr. Sterling said that Procter 
& Gamble led in contests with nine 
offers involving six products, fol- 
lowed by General Mills with eight 
offers and six products. 

Of the 478 premium offers made 
by companies in 1948, 27% of- 
fered them free while the rest 
were in the “self-liquidating class,” 


he said. Of 180 contests, 70% of 
the awards were in merchandise 
and cash and 30% in cash only. 


Changes Publication Dates 


Grocers’ Spotlight, a food trade 
newspaper published in Detroit, 
has announced a change in publi- 
cation dates of its Ohio edition. 
Formerly the Michigan and Ohio 
editions have been published si- 
multaneously every two weeks. 
Now the two editions will come 
out in alternate weeks. 


es, 
oth 


AMERICAN BUILDER 
CIRCULATION 


the largest and most comprehensive 
in the field of residential, commercial 
and farm building. 


Contractors, Builders 
(all classes) 52,518 

Lumber and Material 
Dealers, etc. 13,968 

Real Estate, Finance, 
Insurance 3,425 

Commercial & Industrial 

‘ Organizations 2,663 
All Others 8.958 
Total 81,532 


i 
| Note. American Builder circulation 97.4% in 
| United States; 2.2% in Canada; 0.4% Foreign. 


makes it easier to sell the 


Light Construction Industry 


dealers’ demands. 


First in number of subscribers 


Over 81,500 subscribers—ABC | 


First in the building field 
Established 1879 


First in number of advertisers 


524 advertisers, 1947; 601 in 1948 | 


irst in number of advertising pages 
1,654 pages, 1947; 1,824 in 1948 
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EDER is edited for the 3 factors who control buying 
Construction Industry. 
w1) the Builders, (2) the Retail Lumber Dealers who supply 
Pers, and (3) the Building Material Jobbers who meet the 


You must sell all 3 on the merits of your product before it can flow 
smoothly and profitably to market. 
American Builder editorial content is continually audited in the 
field by a competent research organization to make sure that it best 
serves the interests of these 3 influential groups. 
The standard of editorial excellence speaks for itself since American 
Builder has earned the highest net paid ABC circulation of any mag- 
I azine in the field of Light Construction. 
Month after month advertising in American Builder makes it easier 
to sell the Light Construction market since it carries the largest number 
of advertisers and advertising pages. American Builder maintains the 
| highest editorial standards and yet offers the lowest rate-per-thousand 
of any publication in this building field. 
For comprehensive data send for the brochure, “Light Construction 


c AN 


BUILDER 


_A Simmons-Boardman Publication + 79 West Monroe Street, Chicago 3, Ill. + 30 Church Street, New York 7, N.Y. 
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In Greater Toronto x 

Canada’s Richest — 
Market 


More Than 


80% 


Of The Families 
Read The 


TORONTO 
DAILY 


STAR 


NOW OVER 


| 
360,000 


Copies Daily 


80 King St. West, Toronto 


University Tower Bldg., Montreal 
In U.S.—Ward-Griffith Inc. 
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There's a nation-wide, Sulty-tzeined sales force waiting to go to work for 
you NOW. Thousands of independent sales people with established con- 
tacts selling products to millions of consumers, institutions, hospitals, 
hotels, service stations and scores of retail outlets. This is the way to 
uick sales and national recognition for your products—with cash on the 


SPECIALTY SALESMAN MAGAZINE 


307 WN. Michigan Ave., Chicago 1 420 Lexington Ave., New York 17 


FIRST in the Field... 
The oldest most responsive magazine with 


THIS BOOKLET TELLS HOW 


it tells how to sell your 
Direct 
ling methods. Con- 
tains a wealth of infor- 
mation for advertising 
agencies and manufac- 
turers. Write for your 
copy. 


2uschesl Way fo 
Neleonal Seles 


Hew You Con Get 
You Shere me 
$2000 000 coe 
NATIONAL masntT 


DIRECT SELLING IS Bug ‘BUSINESS—A MULTI-BILLION DOLLAR MARKET 
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Self-Sustaining Trade Is Next 
Step in European Recovery 

WASHINGTON—European recovery 
is no longer the exclusive domain 
of engineers and economists. First 
year progress under the Marshall 
Plan has been so great that plan- 
ners are beginning to feel a need 
for the assistance of marketing 
experts. 

Though Europe’s productivity is 
still a problem, emergency aspects 
of reeovery are about over. Here 
and abroad, responsible officials 
are giving more attention to the 
long-range objective: An export- 
import trade which can maintain 
itself without taxpayer subsidies. 

Under ERP, western Europe is 


April 15, 1949 


The corporate name of 
LORENZEN & THOMPSON, Inc. 
Publishers r Representatives 


has been changed to 


SHANNON & ASSOCIATES, Inc. 


All office addresses continue unchanged 


C. G. SHANNON, President 


By STANLEY E. COHEN, Washington Editor 


encouraged to buy from non-doll: r 
sources whenever possible. Neve - 
theless, Europe needed $5 billicn 
of U. S. goods and services 1» 
1948. Since U. S. imports totaled 
only $1 billion, taxpayers had ‘o 
make up a $4 billion deficit. 

Some officials believe Europe's 
reliance on the U. S. can ve re- 
duced through “Point 4,” the pro- 
posal to develop “backward” areas 
As they see it, these areas can he 
opened up as new non-dollar 
sources and markets for western 
Europe. 

Even with the non-dollar area 
strengthened, U. S. exports after 
the Marshall Plan ends in June, 
1952, will still amount to $3% 
billion. Some officials believe Am- 
ericans can be induced to spend 
at least $1 billion a year on foreign 
travel. That still leaves a sub- 
stantial dollar deficit, so Euro- 
peans are beginning to ask ECA 
Administrator Paul Hoffman what 
they can sell to the U. S. and how 
to go about selling it. 


Europe’s industry is handicapped 
by a lack of a fully developed 
trade and technical press, Paul 
Hoffman reports. In the absence 
of a better system of getting good 
publications into European hands, 
Mr. Hoffman would like conscien- 
tious citizens here to search out 
their opposite numbers abroad and 
forward copies of publications they 
are about to discard. Incidentally 
Post Office Department announced 
Tuesday special low airmail rates 
on commercial papers, printed 
matter and samples of merchandise 
to 36 transatlantic countries. 


Key administration officials fee! 
the Marshall Plan kept France, 
Italy and other western European 
countries “this side” of the iron 
curtain, and that the Atlantic Pact 
will provide the sense of security 
necessary for a complete recovery 
of Europe. The administration is 
jittery about congressional resist- 
ance to spending plans for Euro- 
pean reeovery and for rearming 
western Europe. Congress is cde- 
termined to hold the line on taxes, 
a difficult project in the light of 
current spending plans. 


Many congressmen would siiil 
like to cut excise taxes—and s0 
would some government agenci:s 
For example, the Interstate Com- 
merce Commission and the Civil 
Aeronautics Board are shoulder ‘0 
shoulder with industry grows 
seeking repeal of the 3% tra’s- 
portation tax, and the Fede a! 
Communications Commission ‘5s 
providing interested congressn °n 
with strong letters urging rey 4! 
of the communications taxes. FC 
Chairman Wayne Coy recently § »- 
served that airmail to Europe ta’ &s 
24 hours longer than cable, © 4 
costs considerably less than ¢ 
tax on the cable. 


The advertising and publish '9 
world may be premature in h: |- 
ing the renegotiation rules rece’ |! 
issued by the armed services. T 
the rules cover advertising } °- 
grams of companies converted s >- 
stantially to military work. —§ “! 
here’s the fly in the ointment: 
Force contracting officers now +! 
all contracts—cost plus or fi. °4 
price—must be based on princi) & 
of cost, adopted last Decem‘’’: 
which outlaw all but a small nu '- 
ber of ads in trade and techn: @! 
papers. When cost principles .“° 
used, there simply are no “exc * 
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ive” profits to renegotiate. 
see 


Washingtonians in the under- 
10,000 income group spent $4,257 
er family for living costs in 1947, 
1e Bureau of Labor Statistics 
nds. Living costs required 92% 
* income after taxes, including 
°2% for food, 17% for housing, 
3% for clothing. That apparently 
rieans “good living” because the 
bLLS “sustenance budget” for a 
‘amily of four, here, called for 
coly $3,458 in June, 1947. BLS has 
1947 studies for Richmond and 
\ianchester, N. H., too, and is cur- 


rently investigating 1948 family 
expenditures in Detroit, Denver 
and Houston. 

zee 


John Carson’s appointment to the 
Federal Trade Commission may be 
swamped by opposition now reach- 
ing the Senate interstate commerce 
committee. Radio commentator 
Fulton Lewis Jr. is actively fight- 
ing Carson’s nomination. Senate 
interstate commerce committee 
Chairman Edward C. Johnson (D., 
Colo.) says he will give Mr. Car- 
son a hearing, but he adds that 
business does not seem “too happy” 
about the appointment in view of 
Mr. Carson’s affiliation with the 
Cooperative League of the U.S.A. 


One of the New Deal’s most am- 
bitious experiments will be closed 
out shortly, with the scheduled 
sale of Greenbelt, Md., and two 
other “Greenbelt” towns set up in 
the mid-’30s by Rexford G. Tug- 
well to provide “better living” for 
middle class families. Special leg- 
islation approved by Congress 
gives residents prior consideration 
and easy credit terms. 


‘Household’ Names Walker 


Phil D. Walker, formerly branch 
manager of the Topeka sales ter- 
ritory for Capper Publications, has 
been appointed advertising mana- 
ger of Household, Topeka, a Cap- 
per publication. He succeeds Maur- 
ice L. Crowther, who has been 
named to an executive position 
in the New York office. 


Bermuda Appoints Hickory 

Bermuda Knitwear Corp., New 
York, has appointed Hickory As- 
sociates, New York, to handle its 
advertising. 
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Philadelphia Video 
Show Sets Record 


PHILADELPHIA—A longevity rec- 
ord for both a _ retail-sponsored 
television show and a TV per- 
former was set Friday on Station 
WPTZ by Gimbel Brothers’ 
“Handy Man” program and _ its 
star, Jack Creamer. 

That night the show completed 
its second straight year on the air 
over WPTZ. “Handy Man” is be- 


lieved the longest-running com- 
mercial show on video today. 

Mr. Creamer did his 104th con- 
secutive show on the April 22 tele- 
cast. Besides being its star, he is 
the writer, idea man, researcher 
and publicity man. He demon- 
strates Gimbel’s houseware items. 


Appoints Kautfer 

E. McKnight Kauffer has been 
named creative head of poster de- 
sign for Smith, Smalley & Tester, 
New York agency. 


WAAM., Baltimore, Claims 
Commercial ‘Record’ 


WAAM, Baltimore, claims the 
industry record for commercial 
announcements with 175 during 
the week of April 3-9. Some 147 
of the sales messages, which were 
spread over 52 hours and 40 min- 
utes of telecasting, were for 32 
local clients. 

Herb Cahan, operations mana- 
ger, attributed the influx of busi- 
ness to WAAM Sportsroom, a two- 
hour daily show with participating 
sponsors, which started April 4. 
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Joins Garfield & Guild 

Dorothy Russell, formerly with 
S & C Motors, San Francisco Ford 
dealer, has joined Garfield & Guild, 
San Francisco agency. 


{/SiMPSON-REILLY, LTD.) 
Publishers Representatives 


SINCE 1926 
LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG. 


TOWLE SILVERSMITHS 
WESTMORLAND STERLING 
WALLACE SILVERSMITHS 


HOLMES & EDWARDS 
FRANK WHITING Co. 
CORHAM CO. 


ROGERS STERLING 


FRANK SMITH SILVER CO. 


TEENA WASN’T BORN WITH A 
SILVER SPOON IN HER MOUTH 


...chances are she doesn’t have “Grandmother’s 


silver” to inherit! Reason enough fourteen 


of the nation’s top silver companies” are 


selling Teena their patterns and their names 


in SEVENTEEN each month. Buying for herself 
today and a family of her own tomorrow, Teena 
(there are 7,999,999 more at home just like her) 


is the nation’s most potent consumer. Industry 


is reaching her in the magazine that keeps 


pace with each new generation of teens 


INTERNATIONAL STERLING 


LUNT SILVERSMITHS 


HOME DECORATORS INC, 


REED & BARTON 

FINE ARTS STERLING CO, 
. 

WATSON CO, 
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Appoints Foltz-Wessinger 


Foltz-Wessinger, Inc., Lancaster, 
Pa., has been named to handle the 
advertising of Wilbur-Suchard 
Chocolate Co., Lititz, Pa., choco- 
late coatings, cocoa and con- 
fections. 


Santacroce Joins Biow 


Thomas R. Santacroce, former 
merchandising director at Dancer- 
Fitzgerald-Sample, New York, has 
joined Biow Co., New York, in an 
executive capacity. 


remember 
Business 


Associates 


Pollsters Hit 
as Misleading 
in Rogers Book 


Columbia Professor Says 
They Don’t Know What 
They’re Measuring 


New York—Since that startling 
morning in November when it 
became apparent that the public 
opinion measuring organizations 
had participated in a _ gigantic 
error, many research men have 
defended the methods and objec- 
tives of polling—particularly as 
it applies to research. 

One important result of the 
pollsters’ debacle, however, was 
that it brought to light a consider- 
able body of opinion, among men 
entitled to hold an opinion on the 
subject, which held (and had held 


for a considerable number of years, 
not just since the elections) that 
the public opinion poll is meaning- 
less. 

One of the most detailed attacks 
recently published is “The Poll- 
sters,” by Lindsay Rogers, pro- 
fessor of public law at Columbia 
University. Mr. Rogers wrote his 
book, he says, almost altogether 
before the polling walls came tum- 
bling down on Nov. 2. That he 
has doubted the polls’ accuracy is 
evident from the quotations from 
previous articles in the book. 


s Public opinion polling organi- 
zations, he says, don’t know what 
they’re measuring, are incapable 
of counting any intensity of feel- 
ing, and consistently try to draw 
information from polling which 
polling will not give to them. 
“The Pollsters” is an earnest 
book, but written with a deftly 
satiric touch. “Instead of feeling 
the pulse of democracy, Dr. Gallup 
listens to its baby talk,” Rogers 
writes of Gallup’s strict “yes,” 
‘no” ‘and “don’t know” classifi- 


cations. 

The effort to make polling 
operate in alien fields is an error, 
he says. “Moving from the world 
of merchandising to the world of 
politics and claiming to know the 
answers was, as I am arguing, a 
misdemeanor. The further move 
into the cultural field is a felony.” 


@ Mr. Rogers doesn’t like the way 
the pollsters use averages to var- 
nish their record. He points out 
that Gallup overestimated the 
votes of the National Bloc in the 
Italian elections in 1948 by two 
and one-third times (Gallup de- 
scribed the error as 5.2 “percentage 
points”); Gallup predicted Wallace 
would get 4% of the total vote, 
and the actual Wallace 2.4% is 
dismissed by Gallup as an error 
of “only 1.6 percentage points.” 
Rogers says Gallup overestimated 
the Wallace vote 40%. 

Rogers points out that Crossley 
missed five states in the 1944 elec- 
tion, Gallup missed the boat in 
seven. According to Rogers’ per- 
centages, Crossley underestimated 
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WHOOOO0O0O0O0—This is the way Rexa'! 
Drug Co. used newspaper ads to te’! 
Southern Californians that the name of 
Sontag has been dropped from the name 
of 40 West Coast retail outlets. All of the 
drug company’s 145 Owl and Sontag 
subsidiaries are now doing business unde: 
the name of Owl Drug Stores. The an.- 
nouncement was also made on the com- 
pany’s six local radio programs for an 
entire week. 


Plantation, near Baton Rouge. 


Louisiana’s 1948 
sugar cane crop — 5,256,644 tons —represented 85% 
of the cane grown in this country for the production 
of sugar. Another valid reason why WWL-land is 
above the national average for increased income, 
increased buying power and general prosperity. 


WWL PRIMARY DAY-TIME 


1. STUART PRESCOT HOUSE in Baton 
Rouge, Louisiana. This mansion, over 100 
years old, has always been owned by the 
Prescot family. During the Civil War it was 
used as a hospital by the Union Army. 


L 591,030 BMB STATION AUDIENCE FAMILIES 


ba 


COVERAGE 


> 


 ? WWL’'S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL, are not shown. 


in the 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 


South’s greatest city 


CBS AFFILIATE 


NEW ORLEANS 


Represented Nationally by The Katz Agency, Inc. 


\ 


DEPARTMENT OF LOYOLA UNIVERSITY 


Roosevelt’s electoral vote by 17%, 
and Gallup by nearly 3344%. 

The Columbia professor insists 
that polling organizations neglect 
what they know to be true; that 
“yeses” and “noes” are compiled 
even when the pollsters know from 
previous experience that very few 
of the public being polled are in- 
formed on the _ subjects about 
which they are being questioned. 


ws Rogers thinks that the more 
deeply, or emotionally, an opinion 
is held the less likely a respondent 
is to yield it up to a strange in- 
terviewer. At the other end of the 
spectrum, a sizable portion may 
be indifferent. Rogers reports that 
so few motorists had any idea of 
the brand of tires on their cars that 
a market research organization had 
to eliminate the question. 

He thinks the poll questions are 
often badly phrased, and that their 
interpretation is faulty. And he 
resents the implication that any 
political action should be taken 
on the basis of the polls. 

“As far as the pollers of public 
opinion are concerned,” Mr. Rogers 
summarizes, “the light they have 
been following is a_ will-o-the- 
wisp. They have been taking in 
each other’s washing, and have 
been using statistics in terms of the 
Frenchman’s definition: A means 
of being precise about matters of 
which you will remain ignoran' ” 

“The Pollsters” is published by 
Alfred A. Knopf, New York, and 
is priced at $2.75. 


Goodrich Names Martin A. M. 
of Replacement Tire Sales 

Glenn E. Martin has been a>- 
pointed advertising manager of | ¢ 
replacement tire sales division »! 
B. F. Goodrich 
Co., Akron. He 
will be respon- 
sible for all na- 
tional and retail 
advertising and 
sales promotion 
on B. F. Goodrich 
brand tires. 

Mr. Martin 
joined the com- 
pany in 1933 
in the advertis- 
ing department, 
which was then 
the group buying and selling « - 
ganization, and became advertis: © 
manager of the group in 19 ' 
He was appointed manager of 
tail advertising of the replacem: 
tire sales division in 1941 < 
most recently was division ma! 
ger of sales planning. 


Issues Production Aids 


Rapid Grip & Batten Ltd. ° ~- 
ronto, has prepared two of a ser °5 
of booklets to aid advertising p: - 
duction men. The first is tit ° 
“How to Prepare Copy for Pho 
Engraving” and the second, “H: ° 
to Buy Printing Plates.” The ser > 
Me expected to include eight boc 
ets. 


Glenn Martir 
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“ SHORT COPY sells breakfast food 


Mme 


tag 


cu 
' = 


Ts “A quarter of a century in outdoor pretty well indicates Kellogg's high 
regard for this medium. Twenty-four-hour-a-day advertising at high 


trathec points cannot help but exert terrific consumer impact.” 


of 
d RALPH P. OLMSTFAD 


Vice President —Advertisine Manacer 


KELLOGG SALES COMPANY 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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Putman Advanced 


R. B. Putman, sales promotion 
manager since 1945 and with the 
company since 1934, has been ap- 
pointed general sales manager of 
American Lumber & Treating Co., 
Chicago. He also is president of 
the Chicago Industrial Advertisers 
Association. 


Abramson Joins Y&R 

Martin Abramson, former fea- 
ture writer on the New York 
Star, has joined Young & Rubicam, 


* New York, as a researcher on the 


“We, the People” radio program 
staff. 


Voland Appoints Fairfax 


Voland & Sons, New Rochelle, 
N. Y., precision balances and 
weights, has appointed H. W. 


Fairfax Advertising, New York, to 
handle its advertising. Tulip Chest- 
man, formerly with Hirshon-Gar- 
field, New York, has joined the 
copy department wf the Fairfax 
agency. 


Mulligan Adds Partner 


Gerald B. McDonald, former 
New York manager of the Phila- 
delphia Bulletin, has become a 
partner of Ralph R. Mulligan, New 
York, publishers’ representative. 


Wilder Wylie Joins Y&R 


Wilder Wylie has joined the ra- 
dio commercial writing depart- 
ment of Young & Rubicam, Holiy- 
wood. He was previously on Ed- 
gar Bergen’s script staff, copy 
chief and promotion manager of 
KIDO, Boise, and reporter on the 
Sacramento Union. 


Adds O'Connor to Staff 


Michael J. O’Connor, formerly 
account executive of Son De Reg- 
ger Advertising Agency, Des 
Moines, has joined R. J. Potts— 
Calkins & Holden, Kansas City, 
Mo. 
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* From A Recent Study By 


Houstonians’ Strong Preference 
For The CHRONICLE 
Spells Better Results for 
CHRONICLE Advertisers 


ALFRED POLITZ RESEARCH, INC. 


With more exclusive readers than the other two Houston newspapers 
combined —small wonder The Chronicle enjoys unquestioned leadership 
in advertising linage in all classifications. Here, truly, is an exceptional 
paper—the most powerful and successful medium for selling the great 


Houston market. 


Ask to see the Politz study of Houston’s home-delivered circulation. It’s 
an eye-opener —a “‘must” for wise space-buying in Houston. 


CALL A BRANHAM MAN TODAY 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND’ ADVERTISING FOR 36 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
Notional Representatives 


paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
c 

May 1-2. Wisconsin Newspaper 
Advertising Managers Association, 
Hotel Schroeder, Milwaukee. 

May 2-5. Chamber of Commerce 
of the United States, 37th annual 
meeting, Washington, D. C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 10-13. American Manage- 
ment Association, national con- 
ference on packaging, packing and 
shipping, and packaging exposi- 
tion, Atlantic City. 

May 10-13. Lithographers Na- 
tional Association, 44th annual 
convention, Mission Inn, Riverside, 
Cal. 

May 14-17. National Association 
of Transportation Advertising, an- 
nual meeting, The Broadmoor, 
Colorado Springs, Colo. 

May 18-21. Associated Business 
Papers, spring meeting, the Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
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. | tising Executives Association, sum 


mer meeting, Hotel Roosevelt, Nev 


% | Orleans. 


June 26-30. Advertising Asso 


sd iciation of the West, 46th annua 


convention, Hotel Vancouver, Van 
couver, B. C. 

Sept. 11-15. Advertising Spec 
ialty National Association, 46tl 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver.- 
tising Association, annual con- 
ference, Congress Hotel, Chicagc 

Oct. 17-18. Inland Daily Pres 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual! 
convention, Edgewater Beach Ho- 
tel, Chicago. 


L. A. Adwomen Name Judges 
for Frances Holmes Awards 


The Los Angeles Advertising 
Women, Inc., has announced judges 
for the third annual Frances 
Holmes Achievement Awards 
which will be given to 12 southern 
California ad women for excep- 
tional accomplishments in_ the 
field of advertising and allied arts. 

The judges are: Fredrika Fox, 
western editorial director of Conde 
Nast Publications; Floyd Maxwell, 
chairman of the Los Angeles 
Newspaper Publishers Associa- 
tion; A. W. Neally, vice-president 
and resident manager of Batten, 
Barton, Durstine & Osborn, Los 
Angeles; William B. Ryan, general 
manager of KFI, KFI-FM and 
KFI-TV, and Ray W. Smith, exec- 
utive vice-president and _ secre- 
tary of Greater Los Angeles Plans, 
Inc. The awards will be presented 
at a dinner to be held in the Holly- 
wood Roosevelt Hotel, April 29. 


Sun Oil Launches Campaign 


Sun Oil Co., Philadelphia, has 
launched a newspaper campaign 
in more than 400 markets to pro- 
mote its Sunoco oils. A total of 
432 newspapers will carry a series 
of three 1,000 line ads through 
spring. Seventeen states are being 
covered by the campaign, which 
features a large face of the typi- 
cal Sunoco service station atten- 
dant. Hewitt, Ogilvy, Benson & 
Mather, New York, is the agency 


Display Agency Names Two 


G. J. Heim, formerly with Mil- 
print, Inc., has been named direc- 
tor of design of Merchandising 
Displays, Inc., Milwaukee, a point- 
of-sale display agency. R. A. 
Buechner, formerly advertising 
manager of Cleaver-Brooks Co., 
has been appointed Wisconsin rep- 
resentative. 
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W. are familiar with your problems in meeting that 
**dead line’’ and have the facilities to give you service 


plus quality in producing your color process plates. 


Dead 


Lines 


Process Plate 


Specialists 


600 WEST VAN BUREN STREET 
CHICAGO 7, ILL. STate 2-5367 
» * 
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Advertising Age, April 25, 1949 


ew Book Offers 
Way to Discover 
Social Status 


Cuicaco—Agency and advertiser 
researchers involved in setting up 
accurate survey samples may find 
“The Measurement of Social 
Status,” a volume just published 
by W. Lloyd Warner and Associ- 


~ fates, of assistance in providing a 
lic Qvalid method for accurately de- 


lal 
o- 


es 


2c- 


gn 


‘Retermining social class 


_ position 


termining the social stratum to 
which an individual or his family 
belong, quickly and inexpensively. 

Mr. Warner, consultant to Social 
Research, Inc., Chicago, describes 
two formulas for determining 
social status—Evaluation Partici- 


-Joation and the Index of Status 
; (Characteristics—and discusses at 
sfength the field work which went 


into developing, refining and de- 
termining percentage of error in 
the techniques, in a “typical” com- 


‘ fmunity. 


The volume is prefaced by an 


’ rane of social class and its 


variations in various parts of the 
U. S. Written in a semi-textbook 
style, the authors explain evalua- 


:4ion participation as a method 


which involves interviews with 
were of a community who are 
sked to class other residents by 


~ focial status. The classifications are 


rompared to determine the extent 


_pf agreement about where in the 
_flass hierarchy specific individuals 


pelong. 


The areas of residence of these 


, Bp She re can then be used to set 


up demarcation lines between up- 
ber-class families and upper-mid- 


Sfile, middle-middle and lower-mid- 


ile class families, and upper-lower 


© knd lower-lower class homes—with 
_fualifications. Knowledge of such 


factors, and the probable error in- 
volved in using the method, will 
hen permit selection of a random 
ample with greater accuracy. 

Since use of evaluation partici- 
pation (EP) is time-consuming 
pnd complicated, the authors set 
ut to perfect an alternative 
method of quickly and accurately 
(upper, 
middle or lower) with knowledge 


“Df the error involved, and, to a 


esser extent, of determining the 
(high, middle or low) 
within each class to which various 
Individuals and families belong. 
The Index of Status Character- 
stics (or ISC) is the outgrowth of 
his work. Since the existence of 
focial classes is a fact (interviews 
hot only agree that there are the 
arious levels, but they also agree 
In which persons belong at each 
evel), it seemed probable to the 
buthors that the several classes 
pach had certain distinctive char- 
bcteristics. 

As a result, they set forth a list- 
ng of possible characteristics, and 
onducted further investigation to 
letermine the relative importance 
nd the distinctiveness of each to 
letermine the validity of each 
haracteristic when used to indi- 
ate class. 


' The four characteristics most 
ivcessary to determine the class 
© which an individual belongs 
Were found to be occupation, 
ource of income, house type and 
‘welling area. In addition, two 
ther facts are desirable—educa- 
ton and amount of income. These 
kst two are most difficult to ob- 
ain, however, and since education 
is found to be least accurate of 
he criteria, only four sets of data 
ere used to establish class status. 
The volume is published by Sci- 
nee Research Associates, 228 S. 
Wabash Ave., Chicago. The price 
8 $4.25. 
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RCA Becomes Distributor 
for Television Associates 


Radio Corp. of America has be- 
come distributor for the complete 
line of television specialties manu- 
factured by Television Associates, 
Inc., Chicago, of which Capt. Wil- 
liam C. Eddy is president. 

Television Associates has de- 
veloped such specialties as a one- 
man controllable studio lighting 
system, microwave reflectors and 
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Wilkins to Leave KFWB 

Berne Wilkins, who has been 
sales manager of Station KFWB, 
Los Angeles, for the past three 
years, has resigned, effective May 
1. Harry Maizlish, general man- 
ager, will take over Mr. Wilkins’ 
duties. 


MAAN Schedules Meeting 
The spring meeting of the Mid- 
western Advertising Agency Net- 


Don Lee Transfers Reynolds 


John Reynolds, account execu- 
tive of Don Lee Broadcasting Sys- 
tem, Hollywood, has been trans- 
ferred to the television sales staff 
to act as assistant to Bob Hoag, 
television general sales manager. 


Walco Appoints Lucas 

Eugene B. Lucas, formerly with 
Air King, Bendix, General Elec- 
tric and Jewel Co., has been ap- 


To Koehl, Landis & Landan 


James E. Horn has joined the 
Cleveland office of Koehl, Landis 


& Landan, 


advertising agency. 


ART MORGUE 


“CLASSIFIED ART FOR EVERY USE 


MART MART Zonet terwent Ee 


their mounts, all-metal camera/ work will be held May 14-15 at} pointed national sales manager of 
tripods and dollies, etc. the Statler Hotel, Cleveland. Walco, Inc., East Orange, N. J. 
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IN LOCALLY EDITED 


 SDAMIES 


Get every penny from your 


LOCALLY MANAGED | 


 =ssoe 


~ promotion dollar by using the _ 


six influential daily news- 


“buying belt of South Dakota. 


- Reach the rural and urban res- 


a idents who have $300,000,000 


nnn , 


natural resources... 


Write For — 
- Complete _ 
Facts On © 
Tapping the - s 
— Reservoir Of © 

Buying Power — 
in Rich South © 


South Dakota measures up for alert manufacturers, 
distributors and new businesses searching for sites that 
will aid their rapid growth. South Dakota offers abundant 
friendly American labor . . 
highway system that is constantly being improved and 
expanded by the State Highway Commission . . . 
recreation facilities supervised by the Department of 
Game, Fish and Parks. It will pay to investigate the fine 
locations and extra advantages of bustling South Dakota! 


Sq) IN png 
SOUTH DAKOTA! 


Reach Nine Out of ae South Dakota Families! 


Swing open the floodgates to South Dakota’s rich, re- 
sponsive market by advertising in locally managed and 
locally edited South Dakota Dailies. Place your ad- 
vertising where 9 out of ten South Dakota families 
read, remember and respond to your sales message. Sell 
the South 
families . . 
lies with $300,000,- 
000 in ready cash to 
spend not counting 
investment savings. . 
the families living in 
one of the richest ag- 
ricultural states 
the country .. 
families whose high 
standard of living is 
firmly anchored to a 
scientific agricultural 
economy madesecure 
by far-sighted con- 
servation measures. 


akota 
. the fami- 


in 
. the 


‘equipment and 


. a fine 


planned 


South Dakota stands on the threshold of a 
new, dynamic era that promises even greater 
prosperity. Construction in the gigantic Missou- 
ri River Plan will send six billion, three hundred 
and sixty million dollars surging through the 
area to insure flood control, navigation, irriga- 
tion and power development for the entire Mid- 
west. South Dakota is assured a balanced, stable 
economy for decades to come! 


SDailies Dominate the Market 


South Dakota Dailies are thoroughly read, 
thoroughly respected and thoroughly reliable to 
drive your product promotion into the home! 
South Dakota families depend on their local 
newspaper to recommend locally advertised prod- 
ucts to guide their local buying. South Dakota 
Dailies are unchallenged by any out-of-state 
metropolitan newspaper. They reach a buying 
public anxious to buy foodstuffs and beverages 

. home appliances and furnishings . . 
machinery as well as scores of 
other products to maintain a 
superior standard of living. 
Open the flood gates to South 
Dakota sales through the /o- 
cally - edited, 
South Dakota Dailies! 


. farm 


locally - managed 


YDaiies 


Comprise Six Locally Managed and Locally 
Edited Newspapers Serving the Six Primary 
Markets of South Dakota. Both Rural and Urban. 
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“How to get ready for summer’’ is 2 whole fistful of 
timely, dollar-stretching articles to help you prepare for 
pleasant warm-weather living ahead. Step-by-step photo- 
graphs show how easily you can refresh and refurbish 
metal porch furniture, outdoor chairs, venetian blinds, 
fiber rugs. And American Home advertisers of fabrics, 


paints and tools, etc., complete the story with details of 
the materials needed for each job. 


ae? 


Dollars stretch, too, with plans that enable readers to study J a , 
before they build or buy. With the third American Home Study 


Plan offered this month, many readers are starting a library — Art Director, advertising agency: “Superb restyling 
collecting advertising literature, as well, on building materials. job. Congratulations to all concerned.” 


Publisher, business paper: “‘Can’t tell you what a ‘kick’ 
I got out of your March issue. My wife spent three A 
solid hours with it.” 


Housewife, Kirkwood, Missouri: “‘ ‘How to Stretch 
your Garden $’— wonderful! It will be our reference 


“Teen Page” invites Sis material on what to buy this year.” 

and ee ee Asst. Sales Manager, kitchen equipment: “You're to £ 
no strain” ways to be warmly complimented on your unique approach be 

happy though helpful to the current sales problem.”’ K 

around the house. Since — . » a 

more than half of American Vice President, advertising agency: “‘Let me con- ad 

. ae gratulate you. Format, content and paper have all 
Home’s families have 


p thi edi shown excellent improvement.” 
youngsters, this new edi- 


torial feature isa‘‘natural.”’ 
Just as American Home 
parents are ‘“‘naturals’’ for 
advertisers of drugs, soaps, 
and other bathroom items. 


President, glassware company: “Your article ‘How to 
Buy Glassware’ has terrific consumer value, reads 
beautifully and is splendidly done.”’ 


Housewife, Yorktown Heights, N. Y.: “Your current 
issue is so delightful I can’t refrain from saying 


oo» 


‘Bravo and more power to you’. 
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[STRETCHING issue 


mic SP Ne Mt 


for readers...for advertisers 


Timely and practical ... American Home’s dramatic “how to buy, 
what to buy” theme—freshly presented in new art and layout— 
is winning cheers from everyone. Families are turning eagerly 
to each new issue for essential ways to make homemaking 
dollars go further. And home product advertisers find that 


this congenial atmosphere sparks lively 
reader interest— makes advertising 
budgets stretch, too. On these 
pages are highlights of the May 
issue. For an eye-opening 
experience, be sure to see 


the whole copy! 


Even the weird shape of a “McKinley era’ house couldn’t keep Ruth 
Kelley from having an up-to-date kitchen-laundry. Homemakers with 
“‘problem”’ kitchens will put themselves in her place. And American Home- 
advertised ranges, refrigerators and washing machines are bound to profit. 


Read and re-read by 2,600,000 families 
with a consuming interest in their homes 


vi jill 


It’s pretty ... it’s practical... it’s another of American Home’s 
exciting meal-planning ideas that 2,600,000 homemakers remember 
when they go a-marketing. Shown here is American Home’s new 
food and nutrition editor, Alice Kline (center), recently of General 
Foods, with assistant food editor, Marie Peters, and American 
Home art director, Herman Bartel, arranging the set-up for the 
color camera. A check of American Home’s better-than-average- 
income families reveals that 3 out of 4 regularly clip and use 
American Home’s exclusive 3’’ x 5’ recipes. What better spot for 
them to see food advertising, too! 


™AMRIGAN 
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No. 3292. Thank You Mr. Census 
Taker. 


Separate folders tucked into a 
pocket of this Successful Farming 
brochure provide an analysis of 
the publication’s subscribers—their 
farms, their homes, their farm pro- 
duction, and families. The studies 
are based on the 1945 Census of 
Agriculture, U. S. Census Bureau, 
and the 1945 Quarterly Survey of 
Agriculture, Bureau of Agricultur- 
al Economics. 


No. 3293. In the South a New and 
Brighter Fire Is Being Kindled. 


Southern Fireside, a new month- 
ly home magazine starting with 
the September, 1949, issue, has 
published this folder, which out- 
lines its editorial policy and aims, 
and describes its market and cov- 
erage. 


No. 3294. 


Some of the illustrations in this 
Atlas Film Corp. booklet illustrate 
scenes from films made for various 
advertisers; others, with their text, 
illustrate steps and techniques in 
the making of commercial films, 
and the services and equipment 
Atlas has available. 


Producing Your Film. 


No. 3295. Don’t Let Your Country 
Selling Go Up the Wrong Road. 


Country Gentleman has _ pub- 
lished this folder, which deals with 
readership of urban magazines 
among farm men and women and 
the extent of duplication among 
Country Gentleman readers. 


No. 3278. The Market for Luggage. 


Personal expenditures for lug- 
gage have been increasing steadily 


USE COUPON TO OBTAIN INFORMATION 


| Readers Service Dept., ADVERTISING AGE 


| 100 E. Ohio St., Chicago 11, Il. 
| 


| Please send me the following (insert number of each item w1nted) 


| 
ED iii icieediglicenmnllcanitbieti 
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since 1939, this study, published 
by Better Homes & Gardens, says, 
and the upsurge in the number of 
tourists and vacationers is con- 
sidered a favorable indicator of 
the future market. Figures from 
the Federal Reserve System and 
Department of Commerce provide 
tables and graphs showing personal 
consumption expenditures, 1929- 
1947; distribution by type of out- 
let; seasonal index of sales, and 
luggage sizes and styles. Geo- 
graphic distribution of sales and 
consumer buying habits are shown 
in compilations by Luggage & 
Leather Goods Association. 


No. 3284. How Your Product and 
Your Company Rate With Am- 
erican Youth. 


Young Catholic Messenger has 
published this report of a cross- 
country survey of its boy and girl 
readers, showing ownership and 
brand preference of sports equip- 
ment and family ownership of 
automobiles and brand preference 
and use of a lengthy list of various 
products. Under general informa- 
tion, the report covers readership, 
after-school and vacation earnings, 
travel preferences, and a list of 
the magazine’s 1948-1949 advertis- 
ers. 


No. 3274. Breakfast Food Survey. 


This report of a survey among 
Iowa farm subscribers, published 
by Wallaces’ Farmer & Iowa 
Homestead, covers use of break- 
fast foods; family preference 
(ready-to-eat or cooked); brand 
preference; quantity purchased 
monthly; size of family, and dis- 
tance traveled to make grocery 
purchases. 


\ 


Wanted: a crack copychief 


cvho’s happy 


Here's a challenge to a creative man now in a top job any- 
who thinks he’s doing pretty well by 
by the 
we seek is partnership potential. 
whatsoever. We are 
fast growing larger. 
you a new standard by which to judge your present status, 
if you can fill this bill! 


You must have a way with a headline and visualization too. 
Here you will closet yourself with some of the city’s top art 
up with advertising 
(Sometimes the art director will find the 
headline and you will get the visual idea!) 
kind of creative achievement 3 references can be supplied to your query. 


where in the country, 
himself. Probably he is, 


starting remuneration 
New York agency, 


none 


and your future... 


directors, and come 
truly outstanding. 


have genuine impact .. . the 


that makes other copy men (and clients) envious. 


You probably arrived where you are today because you have 
are skilled in using advertising 
as a tool to level the mountains of sales resistance. 


You 


a keen business sense. 


We know such a man wil! be hard to find, and we warn you 
If you're the man, 
inducement to — — change. 


we're being fussy. 


vertisement. Box 7 
New York 17, N. 


ADVERTISING AGE, 


where he 1s 


usual standards. The man 
There is no ceiling on his 
a large 
We're ready to show 


l 
themes that are 


Your ideas must 


you'll find unusual 
Our staff knows of this ad- 
11 E. 47th St., 


3 years ad experience. 
writing direct mail, 
promotion copy on hard, soft lines. Pre- 
viously media assistant in ad agency for 
1 year. 


EXPERIENCED IN AD WRITING. 


excellent education & four years national 
& retail 
position 
for arresting headlines. 


Artist, 
work for designer Art. Dir. 4 yrs exp. $60. 


Desires to associate with reputable pub- 


agency men for one publication over eleven 
years, 
Chicago territory preferred but not essen- 
tial. 


One of country’s most able writers. 
management 
sultful. 
mail, 

terial, 
Background includes many types of pub- 
lishing, 
good 

speaker. 
midwest 
exclusive consideration. 


RATES: 75¢ per line, minimum charge $3. Cosh with order. Figure bold face heods 
{moximum two lines? 30 letters ond spaces per line; light body face 40 per line. Box 
publication 


Rinhere 60g otag: Hoon. Copy deadline Thursdoy noon, 11 days preceding 


date. classified advertisements toke card rate of $10 per column inch. Regu- 


ler cord. discounts on muitipic incertions end spoce over 5 inches apply on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 8S. State St., HA 7-2063, Chicago 


SALES ESMEN:Printed Scotch Tape, point- 
of-sale, industrial, packaging. Exclusive 
waterproof surface; Proven saleability. 
Prefer men who represent non-competing 
display or advertising specialty lines; 
submit details on experience and trade 
covered. Tripp Tape, Dundee, Illinois. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


WRITER WANTED 

The man we want has spent two years or 
so writing for a newspaper. He can ex- 
press himself well and likes to write. 
He now seeks an advertising career, but 
need not have had experience in, this field. 
Candidates should be between 24 and 
30 years of age, college trained, journalism 
preferable but not essential. 


POSITIONS WANTED 


!! ADVERTISING ASSISTANT !! 
Adv. grad. plus 2 yrs. exp. copy, layout. - 
Mag., dir. mail, fidrs. 23, single, vet. 
Moderate start. sal! Henry H. Hartmann, 
6620 S. Kenwood Ave., Chicago, Il. 


BRUSH THE TEARS FROM YOUR EYES 
your secretary from your lap and give a 
listen! Eager Beaver desires start in 
writing field; college grad.; A-1 typist. 
Box 2430, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Space Salesman Available. College grad. 
Aggressive for new business. Impressive 
sales record. Widely known in middle west. 
Box 2432, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


~~ REPRESENTATIVES AVAILABLE 
Representative well acquainted with Chi- 
cago area, wants to handle space sales 
for publication established in its field. 
On commission basis. 

Box 2431, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FOR RENT 


LOWER RENT 
BETTER FACILITIES 

We want to contact an organization (pre- 
ferably in the business paper or allied 
field) who will join us in our building on 
the Near North Side. 

We can furnish beautifully appointed, 
carpeted executive offices. Our new ad- 
dressograph equipment and other pub- 
lishing facilities are available, if desired, 
at low cost. For appointment, Call Mr. 
Tyler, WHitehall 4-4666, (Chicago) 


FOR SALE 


For Sale: Nationally circulated classi- 
fied advertising Construction Equipment 
Trade Bulletin. Can be inexpensively 
mimeographed or varitype-offset printed. 
Other interests compel immediate sacri- 
fice. Excellent profit opportunity. Small 
investment. 

Box 2428, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Let us solve your display problems. 18 
yrs. experience in designing eye-catching 
counter displays and packaging for wide 
variety of products. Complete art service. 

Argyle Wampler, Spencer, Indiana. 

$3.50 CAN SAVE YOU $350! 
Get fast, accurate visual control of your 
typesetting with Streamlined Copy-Fitting. 
“Worth 100 times its price!’’ users say. 
Write now for free folder. 
Arthur B. Lee 

551 Fifth Ave., New York 17, N. Y. 
We write individualized copy at $1. 00 pe per 
line for users of Industrial Christmas 
Cards. Send $1.50 for sample album - 
Guild Sales, 4543A N. Wolcott, Chgo 40, Ti. 


Here is an opportunity to gain well 
rounded experience in the advertising 
department of a prominent national ad- 
vertisersin the East. Send biography and 
snapshot. Salary established on merit, 
probably in $3500 to $4000 bracket. 
Box 2424, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Technical 


Editor 
Copywriter-Food Exp. 
Sales Promotion-Bakery Supplies ...... 
Public Relations Director ........................ $7500 
Layout Artists - $360 
SHAY AGENCIES 
30 W. Washington Chicago 2, ll. 


AMBITIOUS COPYWRITER 
Primarily for industrial sales promotion, 
catalog and trade ads-some consumer 
radio and newspaper - with 8 man Mich- 
igan agency in town of 150,000. Op- 
portunity with future. Prefer some actual 
sales as well as copy experience. Write 
fully with samples of your work and 
salary expected. 

Box 2427, ADVERTISING AGE 
___100 E. Ohio St., Chicago 11, Il. 


RESEARCH . . The man we want is now 
assistant to a “Nationally Known Research 
Director. He is ambitious and capable, 
he knows how to start the ball rolling 
both in Research and Media. We are a 
compact, medium size successful New 

York agency. Excellent opportunity. 

Box 2429, ADVERTISING AGE 

1l E. 47th St., New York 17, N. Y. 


NEW TERRITORIES OPEN FOR 
TRANSPARENCY SALESMAN 
Exceptional opportunity with leading pro- 
ducer of transparency window signs and 
valances, now in 3lst year of successful 
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“Oypesetting 
SALESMAN 


© One of Chicago's leading typogro- 
phers has an opening for a salesman 
of proven ability. Must be experienced 
and acquainted with buyers of typog- 
raphy in Chicago area. Salary will be 
commensurate with experience and 
qualifications, or drawing account 
advanced against commissions. 

All replies will be held strictly con- 
fidential. Our employees know about 
this ad. Please give complete details 
in your first letter. 

BOX 7314, ADVERTISING AGE 
100 East Ohio Street, Chicago 11, Iilinois 


If your budget 
is $75M to $200M 


for a consumer product and badly in 
need of stretching, you need an adver- 
tising manager. 

I am experienced in all agency opera- 
tions and duties of an advertising manager. 
Pacts prove that my work gets results. 
My work is best when squeezing the 
most out of a moderate appropriation. 

I like to work on a modest salary 
plus bonus based on results (makes work 
more interesting) preferably in mid- 
west. Complete personal history readily 
available. Box 17337, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Ml. 


LITHOGRAPH SALESMEN 


Must be experienced and acquainted with 
buyers of lithography in Chicago or Phil- 
adelphia area. Line includes 24-sheet post- 
ers, window displays, counter and car 
cards, direct mail folders, etc. Old estab- 
lished company. Drawing account ad- 
vanced against commissions. Give fu!! 
particulars and references. Box 7325, 
ADVERTISING AGE, 100 E. Ohio St. 
Chicago 11, Ill. 


CREATIVE LAYOUT ARTIST 


WITH TEN YEARS comprehensive agency 
and studio experience in ail phases of 
modern advertising design seeks challeng- 
ing position with employer requiring man 
with top creative ability. Will relocate. 
Box 7328, ADVERTISING AGE, 100 E. 
Ohio St., Chicago 11, Ml. 


nation-wide sales. Our product is pre- 
ferred by largest users in the world of 
sign material for window point-of-sale 
advertising, such as Coca Cola, Goodyear, 
Sealtest, etc. Our tested selling plan of 
using “‘free space’’ for dealer cooperation 
advertising and identification is highly 
remunerative on commision basis. Ex- 
pansion program creates immediate open- 
ings in most principal cities for top- 
flight sales representatives capable of 
contacting prominent national and local 
advertisers. 

Box 2433, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Ill. 


~~ POSITIONS WANTED | 


47-year old agency executive, postwar sales 
management experience and good mer- 
chandising background, available to agen- 
cy or firm financially sound. Worked on 
wide range of consumer accounts, large and 
small. Basic solicitations created for sub- 
stantial accounts reasonably successful past 
6 years. Past salary bracket $15,000. 

Box 2422, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COMBINE YOUR OVERHEAD 
Combination Adv. Mgr & chief inspector 
wants dual job with precision mfr. De- 
tailed knowledge of advertising, direct 
mail, all phases of printing as well as of 
metal manufacturing. 

Box 29, Forest Park, Illinois 


COPYWRITER 
Includes 2 years 
special 


mail order, 


Age 26, single, college. 
Box 2423, ADVERTISING AGE 
100 E. Ohio St., Chicago” 11, Th. 


and developing ideas. Career woman with 
background desires permanent and follow-through. 
with established agency. Flair 


Box 2413, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


fashion, to 


Layouts, “knows prod., 


Box 2425, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y. 
~ : BUSINESS PAPER 

ADVERTISING SALESMAN 


supervise other writers. 


isher. Have sold top management and 


sales quotas surpassed each year. 
Further details and highest caliber 


Box 2426, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


“THE OUTSTANDING ABILITY | 
YOU'VE BEEN LOOKING FOR 


information. 


On 
level. Imaginative, but re- 
Experienced all phases of direct 
display, field demonstration ma- 
public and employee relations. 


trade 
visualizer; an 
Top references. 
locations get priority, 


association promotion. A 
excellent public 
Southwest and 
but not 


Box 2434, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


To a Successful Automotive 


Promotion Writer 


not ordinarily interested 
in “position open” ads 


This is one of those opportunities that happen only 
rarely. An interesting opening with a leading adver- 
tising agency handling a large automobile program 
will soon be available for a top writer. It is an impor- 
tant job and is compensated for accordingly. 
the character of the work to be done, it is necessary 
that we insist on these requirements: 


* Proven ability to “spark” ideas, and to plan complete 
and practical promotion programs in a highly com- 
petitive market, with thorough provision for tie-up 


* A flair for presenting such programs to management 
and for working harmoniously with others. 


* Mature and sound creative writing ability plus the 
knowledge and experience necessary to inspire and 


Members of our organization know of this message, 
and your reply will be held in absolute confidence. 


Due to 


If you’ve “put it on the line” as a top writer in a fast- 
moving promotion job over a period of years—if you’re 
now ready for the step that could lead to major ac- 
complishment, we’d like to hear from you by mail, 
with your experience outline, age and other pertinent 


Box 7341, ADVERTISING AGE | 
100 E. Ohio St., Chicago 11, Ill. 
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ritish Agency Secures Elizabeth Arde 
World Advertising Contract \==! 


“eas, PRENTES 4 YARLEY TO z 7 
ONTROL ACODUNT FROM LONDON o—_ " Cuvdte £4... 
TOW FROM UA AGENTS — «| tow ot 


— i 


HAPPY—Advertiser’s Weekly, London, 

gives top billing to the acquisition of the 

entire Elizabeth Arden account, including 

U. S., by a British agency. Geoffrey Rey- 

nolds of Colman, Prentis & Varley Ltd. will 

handle the account from offices in London 
and New York. 


NIAA Announces 
Buffalo Program 


New YorK—Keynoted by an ad- 
dress by David Austin, vice-pres- 
ident, U. S. Steel Corp., Pittsburgh, 
the 27th annual conference of the 
National Industrial Advertisers 
Association will get under way for 
a four-day session June 12 at Buf- 
falo’s Statler Hotel, and will be 
attended by at least 1,000 of 
NIAA’s 3,400 members. 

General business outlook for 
various industrial goods markets 
and case histories on how to 
demonstrate the effectiveness of 
advertising will be the subject of 
two panels headed by Dexter M. 
Keezer, economist, McGraw-Hill 
Publishing Co., and Bernard Do- 
lan, NIAA vice-president and 
manager of merchandising, Peter 
A. Frasse & Co. 

The Norton Co., Worcester, 
Mass., will present a_ full-scale 
stage presentation showing how it 
introduced a new abrasive, while 
McGraw-Hill Publishing Co., Put- 
nam Publishing Co. and Indus- 
trial Marketing will figure in the 
presentation of awards for 
achievement in various phases of 
industrial advertising and pub- 
lishing. 


Buckley Adds TV Service 


Buckley Dement Advertising 
Corp., Chicago, has announced a 
TV-Direct Mail Control service 
by which it offers to advertisers 
and agencies a list of video set 
owners in the Chicago area and 
various direct mail services to such 
persons. 


Copy Chief—Key Writer— $15,000 buys 
'5 years’ print, radio, merchandising ex- 
perience leading packaged goods accounts. 
Strong on foods, drugs, premiums, new 
‘easons-why. First man down; last home. 
vrincipals only, please. Box 7335, AD- 
ERTISING AGE, 100 E. Ohio St., Chicago 
1, 


SPACE SALESMAN 


National trade paper #1 in its field for 
over 40 years is looking for hard hittin 
experienced salesman to take over wel 
established territory. Terms open to dis- 
cussion. Will guarantee income in five 
figures to the right man. Write: 

Box 7336, ADVERTISING AGE 

100 E. Ohio St., Chicago II, Ill. 


‘SST. ADVERTISING-PROMOTION 


rergetic and resourceful. Merchandising ex- 
erience with leading national advertiser. 
oteran, 23 yrs., single, college graduate. Per- 
nable, well qualified to .meet trade. Has 
ackground in public relations, television pro- 
iction, trade relations. Position with Chicago 
dvertiser or agency. Box 7339, ADVERTISING 
GE, 100 E. Ohio St., Chicago. 


\VAILABLE IN BOSTON AREA 
easoned salesman with advertising back- 
round including publication representation 
nd agency experience—both contact and 
eative. Detailed summary furnished upon 
“quest. Box 7340, ADVERTISING AGE, 11 
47th St., New York 17, N. Y. 


Glenn Agency Opens PR 


Department; Moeller Resigns 
The Los Angeles branch of Glenn 
Advertising has formed a public 
relations department, with Duke 
Burgess and Irvin Borders in 
charge. The agency has moved to 
new offices at 5450 Harold Way. 
Norman B. Moeller has resigned 
as vice-president and manager in 
Los Angeles to go into business for 
himself. 


Offers Selling Techniques 


Dartnell Corp., Chicago, has pub- 
lished a new booklet, “The A-B-C’s 
of Selling.” Taking up each letter 
of the alphabet, the booklet il- 
lustrates in cartoon, prose and 
poetry the fundamentals of suc- 
cessful selling. Copies are avail- 
able from the company at 25¢ 
for from 1 to 100 copies. 


Ruth Arthur Opens Agency 


Ruth I. Arthur, formerly pub- 
licity director of the Mt. Wash- 
ington Hotel, Bretton Woods, N. 
H., has started a new advertising 
agency under her own name, with 
offices at 927 Hospital Trust build- 
ing, Providence, R. I. Accounts of 
the new agency are: Burke-Tarr 
Co., furniture; Nelson E. Miller, 
Inc., automotive distributor, and 
Mojay Products, optical manufac- 
turer, all in Providence. Miss Ar- 
thur also is doing a monthly house 
organ for Armbrust Chain Co., 
Providence. 


Gets Orange Juice Account 

Bib Corp., Lakeland, Fla., which 
is marketing Bib orange juice for 
babies, has placed its advertising 
with Gottschaldt, Morris & Slack, 
Miami. 


JOIN THE 49-ERS 


The “California Gold Rush” 


was in 1849. Men found gold. 


In 1949 advertisers are 
finding sales in Fort Wayne— 
Indiana’s “Golden Zone” 


of per family buying power. 


100% merchandising cooperation in an ideal test morket 


The News-Sentinel 


ALLEN-KLAPP CO. 


Fort Wayne, Indiana 
NEW YORK 


CHICAGO DETROIT 


@ How white is white? 
hours on end over which of several sheets of white 
printing paper is the whitest. One thing many experts 
have learned is that the eye alone can never measure 
the perfect shade of white for color reproduction. 

The white of Chillicothe Offset is the scientific re- 
sult of the recommendations of leading offset printers. 
It supports every color without change. It’s white for 
the press— bright for the press—right for the press. 

Another famous feature of Chillicothe Offset is its 
built-in moisture content, which makes for perfect 


We've listened to arguments 


register — guards against shrink, stretch, curl, and lint. 


THE CHILLICOTHE PAPER CO. 


CHILLICOBHE, 


ometimes You Cant, Tell By Looking 


It invites worry-free realistic reproduction without 


exacting a premium in printers’ skill. 


Maker of a distinctive line of fine papers for many uses, including 


LOGAN AND ADENA OFFSET AND BOOK 
CHAMOIS TEXT 
GREETING CARD PAPETRIES 


—ask us about them 


such distinguished stocks as 


° CHILLOTINTS 
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Iron & Steel Institute 
Switches Media to 
National Magazines 


New York—For the first time, 
American Iron & Steel Institute, 
representing 97% of America’s 
steel producers, will make ex- 
tended use of national magazine 
space in a series of full-page, 
black-and-white ads scheduled to 
hit 12 general magazines in May. 

Newspapers, which have pre- 
viously carried the bulk of the in- 
Stitute’s advertising, will still be 
used when occasions of immediate 
importance arise. 

The series will dramatize the 
role of steel in better living, stres- 
sing the theme “Steel works for 
everyone.” Each ad depicts real- 
life situations. Subject matter is 
selected from material all over the 
country. 

First magazines to carry the ad 
will be The Saturday Evening Post, 
Life, Time, Newsweek, Pathfinder, 
Cosmopolitan, U. S. News, Iron 


HOW TO GET 
AHEAD IN 
ADVERTISING 


Your success in advertising depends 
largely on your ability to think up 
ideas—your ability to use your imag- 
ination—your creative power. 

“YOUR CREATIVE POWER” is the 
title of a new book, written by a famous 
advertising man, and just published by 
Scribners. The author is Alex Osborn 
—the “Osborn” of Batten, Barton, 
Durstine and Osborn—one of America’s 
largest advertising agencies. . 

In this new volume, Mr. Osborn has 
condensed into a few hours of utterly 
fascinating reading his 40 years’ suc- 
cessful experience in advertising and 
selling. 


How to Think Up Advertising Ideas 


Here are just a few of the things this 
book tells you: 
> How some famous ideas were born 
> How to think up ideas 
> How to recognize good ideas 
> How to present your ideas to others 
> How to win advancement 
> How to develop creative power in 
others 
> The 10 habits that kill ideas 
> The 10 habits that breed ideas 
> How a single idea made $5,000,000 


What Well-Known People Say 


Richard C. Borden, nationally known 
sales consultant—‘‘The most valuable book 
in my library.” 

Arthur C. Nielsen, President of world's 
largest research organization—‘‘I defy any 
ambitious reader to start it without wish- 
ing he could finish it before stopping for 
either food or sleep.” 

Raymond Rubicam, Founder of Young 
and Rubicam—‘If I had had a chance to 
read it when I was 22, I might have used 
my working time much more creatively.” 

Dr. Henry C. Link, author and psychol- 
ogist—‘‘Best possible kind of book on how 
to achieve creativeness.” 

G. Lynn Sumner, President, G. Lynn 
Sumner Co.—“The best book on creative 
thinking I have ever read.” 

Many who read this book want to GIVE 
it. Elizabeth Arden sent 110 copies to 
friends in the retail trade. A manufac- 
turer sent a copy to each of his 38 field 
representatives. H. J. Heinz Company, 


Fidelity Mutual Life, Standard Oil of 
Ohio, Champion Spark Plug, Ward Bak- 
ing, are among the companies which have 


given copies to all their executives. 


Read it 10 Days Free 


No matter whether you are a copy- 
writer, artist, student, or advertising ex- 
ecutive, the publishers are so certain that 
this new volume (41 chapters, 355 pages) 
will be of great value to you that they 
make this offer: Read the book for 10 
days without cost or obligation. If you 
are not delighted, simply return the book 
and OWE NOTHING. 


SCRIBNERS 


Charles Scribner's Sons, Dept. 122 
597 Fifth Ave., New York 17, N. Y. 


Please send me YOUR CREATIVE POWER 
for 10 days’ FREE examination. Within 
that time I will remit $3.00 plus a few | 
cents mailing charges, or return the book. 


Name 


Address. » 


SAVE! If you enclose payment, publisher 


will pay mailing charges. Same return 
privilege. 


Age and Steel. Subsequent ads will 
appear in Harper’s, Atlantic 
Monthly and Country Gentleman. 

Hill & Knowlton, public rela- 
tions counsel for the institute, is 
the agency. 


10,000,000 Comic Books Will 
Carry Ad Council Messages 


Advertising Council public ser- 
vice campaign messages will soon 
be carried in 10,000,000 comic 
books through the cooperation of 
National Comics Group. “Super- 


man” is featured in the first full- 
page prepared for the traffic safety 
phase of the council’s stop acci- 
dents campaign. These cartoons 
will run in August issues of Na- 
tional Comics Group’s 32 maga- 
zines. 

Extra comic book coverage is 
scheduled for public service pro- 
grams by the group. One page will 
be devoted to messages on various 
other public welfare programs in 
addition to the page on a council 
campaign. The group will prepare 
comic strip treatments of other 
council projects and the messages 


td 


will be given by famous cartoon 
characters. 


Arrow Bedding to Gibbons 


Arrow Bedding (Eastern) Ltd., 
Toronto, has appointed J. J. Gib- 
bons Ltd., Toronto, to handle its 
advertising. A test campaign in 
Toronto, London and Windsor ter- 
ritories will introduce a new prod- 
uct, Arrow-foam mattresses, which 
are made from Air-foam, a prod- 
uct of the Goodyear Tire & Rubber 
Co., New Toronto. The campaign 
will run until June. 


Advertising Age, April 25, 194) 


Lincoln in 100,000 Group 


Lincoln, Neb., has been reclassi 
fied into the 100,000 populatio: 
group, with the house-to-hous: 
canvass of R. L. Polk & Co. pro 
viding the information that th 
population now stands at 100,437 
The 1940 census city zone figur 
was 87,771. 


Appoints Bloch Agency 

St. Louis Shipbuilding & Stee 
Co. has placed its advertising wit! 
H. George Bloch Advertising Co. 
St. Louis. 


WHAT YOU SHOULD KNOW ABOUT THE Fis 


out competitively? 


TRUE STORY and MACFADDEN WOMEN’S GROUP 


into America’s largest magazine package — 
built to help you sell America’s largest market 


—the Wage Earner. 


Here’s a round-up of the conversation which 
the announcement prompted, along with our 


answers! 


@. Can I continue to buy TRUE STORY or MAC- 


FADDEN WOMEN’S GROUP individually? 


A. Certainly. In fact, you may form any and 
all combinations within the Group of six maga- 
zines, at specific discounts ac- 
cording to the number of maga- 
zines used and the frequency of 
use. One order is sufficient for 
“all or any part”. 


@. What do I save when I buy the whole 


package? 


Ae Black and white savings 


range up to $900 a page over the 


former rates, and color savings 


are as high as $2,100 a page. 


lt 


° RUE STORY 


Recently full-page advertisements in the news- 


0. How do these new combination rates work 
papers announced the important merger of 


A. Roughly, and using black and white rates 
as an example, a page costs about a dollar a thou- 


sand less than the weeklies (1/3 less) ; about 75 


cents less than women’s service 
magazines (%% less) ; and about 
50 cents less than the fiction 
monthlies (14 less). 


oO. W hen do these advantages become available? 


Me With the October, 1949, issue. A TRUE 


@. How about audience? 


STORY Women’s Group representative will call 
on your media department to ex- 
plain any rate savings available 
on your present schedules. 


Ade Stewart Dougall & Associates has just cor - 


cluded the first of a series of audience measur: 


ments for us. Its report reveals that: 


1. 31% of the families in a representative maj: 


market read one or more of the magazines. 


2. 65% of these TSWG families are Wag: 


Earners. 
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Wheaties Contest 
Offers Free Trip 
‘o World Series 


MINNEAPOLIS—General Mills is 
yaking plans to send some lucky 
oungster to the .1949 baseball 
World Series. 

Announcement of the contest, 
vhich involves a premium offer 
f a Regal candid style camera, 
vill be made on the Jack Arm- 


strong program on ABC. During 
the weeks of April 25, May 2 and 
9, boys and girls who send in a 
Wheaties box top and 55¢ may 
obtain a Regal camera. 

To qualify for the contest, en- 
trants must submit a picture on 
“My Favorite Summer Sport,” 
taken with the camera. The winner 
will receive an all-expense-paid 
trip to the first two games of the 
World Series for himself and an 
adult. He will be appointed junior 
photographer for Look and will 


aid the magazine’s staff in cover- 
ing the sports event. 


Case Appoints Weightman 

Case’s Tangy Pork Roll, Inc., 
Trenton, N. J., meat packer, has 
appointed Weightman, Inc., Phil- 
adelphia, to handle its advertis- 
ing. 


Inland Press Adds Two 

Iowa State Daily, Ames, Ia., and 
the Record, Canon City, Colo., have 
been elected to membership in the 
Inland Daily Press Association. 


Sacks Joins Lewin 


Meyer Sacks, formerly adver- 
tising director of Weingarten’s Su- 
per Markets, Houston, has joined 
A. W. Lewin Co., New York, as 
copy chief and member of the 
plans board. 


Cannon to Theis & Simpson 

Harry Cannon, formerly business 
manager of the Daily Times, 
Gainesville, Ga., has been ap- 
pointed head of the Atlanta office 
of Theis & Simpson Co., newspaper 
representative. 


3. 43% of all the women 15 to 30 years of age, and 


28% of all the women over 
more of the magazines in this 
package. 


4. Approximately 147 families 


are reached for every 100 
copies sold—with the average 
family receiving two impres- 
sions per issue. 


Q. Is this merger an “economy move” for’ 
Macfadden? 


A. No. On the contrary, it’s an expensive and 
extensive expansion program. Lower rates and 
discounts to present advertisers alone (already 
spending some $8,000,000 in these magazines) 
plus a greatly expanded research program, new 
a( vertiser services, and adequate promotion and 
re »resentation, will require an investment of sev- 
er 1 hundred thousand dollars. We’re investing 


15, read one or 


@. W hat’s the circulation picture? 


Ads Here are the facts. In spite of cover-price 


increases on 3 of the magazines which affect one 
half the circulation, February and March sales are 
running 6% ahead of last year! TRUE sTORY closed 
1948 with a 12% newsstand gain... the only gain 
among the top 10 newsstand 
sellers! MACFADDEN WOMEN’S 
GROUP gained 6% and at the time 
of the merger was leading the 
Women’s Group field. 


You may have other questions, or want more 
information. Representatives in our offices in 


tl s kind of money because we 
b. lieve American business needs 
«a d will use this kind of domi- 
n nt coverage of Wage Earner 
f. nilies at less cost. And the cur- 
r at strong position of Macfad- 
d n Publications makes the in- 
\ stment possible. 


New York, Boston, Chicago, San Francisco, 
and Los Angeles are ready (need we say, will- 
ing?) and prepared to give you every detail. 
In other cities, wire, write, or telephone James 
L. Mitchell, Advertising Director, The TRUE 
STORY Women’s Group, 205 East 42nd St., 
New York 17, N. Y., (LExington 2-9050). 
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f —- JUST 


PLAIN 
WORDS 


Do The Best 
ADVERTISING 
SELLING 


L, spite of the rapidly- 


spreading plague of zany names 
and terms in much of today’s ad- 
vertising, we remain fully con- 
vinced that the buying public not 
only prefers, but is much more 
easily sold with just plain words. 


All of our copy is written accord- 
ingly. Nuts and bolts, bread and 
butter are not strangled with un- 
heard-of amplifiers. Goods are 
described and sold in down-to- 
earth language that John Doe 
understands . . . and remembers. 
Result: (1) Advertising that sells; 
(2) An ever-increasing list of en- 
thusiastic clients. 


In just plain words, we operate a 
progressive, medium-sized agency 
. .. comparatively young in years 
but old in the combined experi- 
ence of its members. We are fully 
staffed and equipped to give com- 
plete agency service to Illinois- 
Indiana advertisers within a 200- 
mile radius. By complete we mean 
everything from national publica- 
tion and radio advertising down to 
the simplest envelope stuffer . . 
everything each client needs and 
can afford. In order to 
reach and maintain the 
important goal of co- 
ordinated advertising 
and sales activities, we 
consider catalogs, direct mail, sales 
literature and related items just as 
important as commissionable 
forms of advertising. Another rea- 
son why our clients are so well 


satished. 


Equally important (and unusual), 
this small city of ours is well 
populated with top-notch artists, 
commercial photographers, re- 
touchers, engravers, printers . . 
all graphic arts suppliers required 
by a progressive agency. So we 
need not depend upon metropoli- 
tan sources for a single thing in 
the creation and production of ad- 
vertising and promotional items 
that sell the goods. Our clients 
benefit accordingly. 


We will be glad to tell in plain 
words just how this agency can 
bring you the best possible results 
per advertising dollar. Just write, 
wire or ’phone. . 


ADVERTISING 
CHAMPAIGN ~ ILLINOIS 
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PEGGY SHANNON — ‘DOROTHY KILGALLEN LOUELLA PARSONS KAREN MARCH 
WOMEN'S EDITOR BROADWAY ! HOLLYWOOD BEAUTY 
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BY WOMEN IN 
YORK HOMES 


The Journal-American is a buy-word ; 
among 4 out of 10 families that 
read a metropolitan evening paper [7% 


i ae ” . 
ee ae | 7 eye: = + = perme ie 1 TIN Re. 


gg New York, the Journal-American holds first place Fit, 
with women every evening. It is by far the favorite IN RETAIL FOOD 


home-going newspaper in the world’s richest market of One example of how advertisers 
homes . . . with virtually twice the circulation of the capitalize on the Journal-American's .™ 
“way with women” is in Retail Food 
second evening newspaper. | Advertising. In 1948 the Journal- Es 
American carried more than twice es 
Among the many reasons for Journal-American leadership the retail food advertising of any ; 


other metropolitan newspaper. 


in the home are the daily women’s features . . . lively col- 
umns of gracious living, good grooming and society gossip 
that are warmly received by the New York housewife. 


1948 Retail Food Linage 
New York 
Evening Newspapers 
Source: Media Records 


Your advertisements too, will find no warmer welcome 
among women than in the 700,000 homes the Journal- 
American reaches daily. 


YOUR STORY STRIKES HOME IN THE 


Journal- 2nd Eve. 3rd Eve. 4th Eve. 
American Paper Paper Paper 


7 ournal ' 


“SCAN AMERICAN }{ PAPER. Merits: “LA 1A\\ ae REMC EERE im 


A HEARST MEWSPAPER 
REPRESENTED 8&Y HEARST ADVERTISING SERVICE 


NATIONALLY 
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29 CBS Packages 
Now Sponsored; 
Others Ready | 


New York—Capital gains ac- 
quisitions notwithstanding, Co- 
lumbia Broadcasting System points 
out that its creative programming 
activities are continuing at the 
usual fast clip. 

There are 29 commercially spon- 
sored Columbia AM packages now 
on the air. Four of these—God- 
frey’s “Talent Scouts” (Lipton’s), 
“My Friend, Irma” (Pepsodent), 
“Crime Photographer” (Toni) and 
“Suspense” (Auto-Lite) made Mr. 
Hooper’s top 15 on the last report. 

In addition, several network- 
originated shows are getting a free 
ride as sustainers. Altogether—on 
the air, in the shop and in prepara- 
tion—Columbia’s program books 
list 70 shows. Twenty-seven of 
them are “ready to go” at the nod 
of a sponsor. Prices on the network 
packages—on and off the air— 
range from $2,950 to $8,950. Most 
expensive in the lot is “Life with 
Luigi,” a Cy Howard creation, 
which currently is booked as a 
Sunday night sustainer. At the 
opposite end of the scale is DeSoto- 
Plymouth’s “Hit the Jackpot,” 
least expensive of the shows. 


a Among the new network broad- 
casts expected to receive summer 
trial runs are “Dear Doctor,” with 


TEST 


Your Product in 


9 


important 
WISCONSIN 
NETWORK 
cities 
at Low-Cost 
Spot Rates 


1948 Population 
32,900 
31,900 
26,600 
85,300 
77,700 
48,200 
58,800 
14,900 
37,200 

413,500 


City 

Appleton ; 

Fond du Lac .. 
Janesville ........ ' 
Madison-Poynette .. 
Racine , 
Sheboygan ... 

Green Bay .. 
Wisconsin Rapids 


Total 


Network Area Sales % of State Total 


Retail Sales... 
Gen. Mdse.... 
Drugs 
Groceries iekes 
Net Farm Dollars. 


Network Area Data 


1948 Total Families... 
1948 Radio Families... ...560,105 
Network Listening Families... ..,..219,908 


(44.5% of area potential) 


Availabilities in 24 Hours 


.. .591,590 


How complete is your distribution in Wiscon- 
sin's richest area? Survey of products carried 
by food and grocery retail outlets in these 9 
key markets just completed. Write for your 
FREE copy today! 


J. E. Van Ness « 


WISCONSIN 
NETWORK 


Sales Manager 
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Rudy Vallee, and “Leave it to 
Joan,” starring Joan Davis. They 
may be slotted in the Lux Theater 
spot after July 4 when Lever Bros. 
starts its hiatus. 

Other programs expected to bow 
as summer replacements are “Mel- 
ody Morgan,” starring Hoagy Car- 
michael as a piano-playing de- 
tective; the new Abe Burrows 
Show; “Eddie and Ann,” 12-year- 
olds who express their views on the 
adult world, and “Earning Your 
Apples,” a quiz program with 
school teachers as contestants. 


Collis Appoints Poyntz 

Alford R. Poyntz Advertising, 
Toronto, has been named to handle 
the advertising of Collis Leathers 
Ltd., Aurora, Ont. Two-color pages 
are appearing in trade publications. 
Direct mail also will be used. 


Nielsen Signs Ford 

A. C. Nielsen Co. has signed 
Ford Motor Co. for the National 
Nielsen Radio Index Class “A” 
service on a three-year basis, in- 
cluding the NRI Extra-Week ra- 
tings optional feature. 


Advertising Agency 
II 


COPYWRITER 
No matter how much force and clarity 
He puts into his words, for that’s his job, 
They will be greeted with asperity 
And helpful hints when passed on by the mob. 
An adjective is changed by contact man; 
The art director mutilates a heading; 
The office boy is positive he can 
Improve a phrase, all inhibition shedding. 


The writer must be flexible and pliant, 
Bending his will to what the rest may say; 
His copy, then submitted to the client, 
Will probably come back in disarray. 
He would not be in such a horrid plight, 
Were not all men and women born to write! 
Arthur Frederic Otis 


casts of the Cleveland Indians 
baseball games, rather than Stand- 
ard Brewing Co. of Rochester, as 
AA reported April 11. 


Sponsors Cleveland Games 
Standard Brewing Co., Cleve- 

land, through Gerst Advertising 

Agenty, is sponsoring radio broad- 
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WHAY Appoints Four 


Hillis W. Holt has been apbointe ; 
general manager of Station WHA’, 
New Britain, Conn., and Frederic < 
E. Beiber, formerly general may - 
ager of WLCR, Torrington, Conr.. 
has been named assistant gener || 
manager. Allan S. Taylor, former 
business manager of the Hartfo: 
branch of White Motor Car C.. 
has been named business manage ;. 
William T. Walker, formerly wi'h 
CBS network, has been appoint: 
program director. 


< 


[oe 


Air King Names Waxman 


Ab Waxman, formerly advertis- 
ing director and sales promotion 
manager of Wire Recording Corp. 
of America, has been appointed 
sales manager of the magnetic re- 
corder division of Air King Prod- 
ucts Co., Brooklyn, N. Y., manu- 
facturer of wire recorders, tele- 
vision receivers and radios. 


Mengel Appoints Gott 


Donald H. Gott, formerly sales 
manager of paint products, New 
York division of U.S. Gypsum Co., 
has been named door sales man- 
ager of Mengel Co., Louisville. 
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Mennen Sets Drive 
, EB ifcor Rattle Top 


ick 

»- § Baby Powder Can 

ral /eEwARK—Mennen Co. will in- 

rly tro luce a new Mennen baby pow- 

nd de: can with a rattle on top this 

~~ June, breaking in the June 27 

+ issie Of Life. 

ed ‘he novel combination toy and 
utiiity item will also be adver- 


tised in American Baby, Baby Care 
Manual, Baby Talk, Baby Time, 
Cor gratulations, Modern Baby, My 
Baby, Today’s Baby and Your 
Baby. General magazines include 
ed The American Weekly, Parents’ 
e- Magazine, True Confessions, True 
d~ Story and Woman’s Home Com- 
U= panion. 
le- Ads will also appear in the Chi- 
cago Tribune, Minneapolis Trib- 
une, New York News and St. Louis 
Post-Dispatch. The regular 15- 
les minute daily “Mennen Shave- 
ew Time” program carried on 47 sta- 
ti tions will devote at least 50% of 
es its time to the new baby product. 


ae 


NOW! Mannen Baby Powder with the 


NEW RATTLE a 


“Hane bay fel” “ 


ee with the gay Futthe Tag] 


NEW MENNEN RATTLE—This fuli page 

for the new Mennen powder can with a 

rattle top will appear in the June 27 

issue of Life. Grey Advertising, New York, 
is the agency. 


The introduction of the con- 
tainer will have no bearing on the 
availability of the current Mennen 
baby powder line. The new prod- 


uct was developed by William G. 
Mennen Jr., vice-president in 
charge of research, and his staff. 
Mr. Mennen thinks something to 
distract the baby while the diaper- 
ing is going on is indispensable 
to the mothers of the nation. 

Grey Advertising, New York, 
handles the program. 


‘Modern Industry’ Names V. P.s 


Modern Industry, published by 
Magazines of Industry, Inc., New 
York, has appointed John H. Phil- 
lips as vice-president in charge of 
eastern advertising sales, and John 
S. Goebel as vice-president in 
charge of western advertising sales. 
Both men have been with the com- 
pany for several years. 


Appoints Allen Fagans 


Allen Fagans, former sales pro- 
motion manager and eastern ad- 
vertising manager of Grade 
Teacher, New York, has been ap- 
pointed vice-president and direc- 
tor of advertising and assistant 
of over-all operations of Subscrip- 
tion House, New York, publishers’ 
consultant and circulation service. 


“Reader’s Digest’ 
Quadruples Japanese 
Edition in May 


PLEASANTVILLE, N. Y.—The Jap- 
anese edition of the Reader’s Di- 
gest moved its print order up to 
880,000 in April from 350,000 
copies, and plans to shove the edi- 
tion up to 1,300,000 copies with 
the May issue. This would make 
the edition the largest abroad, but 
still would not meet demand, the 
Digest reported last week. 

This was a highlight of the Di- 
gest’s spring report to its own 
personnel. Among other develop- 
ments recently: 

Three major printing operations 
have been activated outside the 
U.S.—a new 32-page Webendor- 
fer press in Cuba to handle Selec- 
ciones; a double five-color, 144- 
page Goss press in Montreal (a 
duplicate of the press which 
handles the U.S. edition) which 
will, by July, be handling all the 
English-Canadian edition, and a 
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HOLIDAY 


Breaking Records 


(eee years ago no one needed a formula. All you needed 


then to break a sales record was something to sell, and it 


didn’t matter much what. 


But it seems that the law of supply and demand wasn’t re- 
pealed after all. The shortages have gone and, with them, the 


easy pickings. Customers are rediscovering the word “No.’ 


the voice of the salesman is heard in the land. 


> And 


And it turns out—as it always does—that some people are 


better sales prospects than others. The ones with more eager- 


ness and more vitality. The ones with more spendable dollars. 


The ones 


who read HOLIDAY. 


With a circulation of over 800,000 and a readership well up 
in the millions, HOLIDAY is quantitatively a mass magazine. But 


qualitatively it is a class magazine (higher average income than 


any mass medium and more $10,000-and-over incomes than any 


class medium). When you multiply mass by class, you get the 


kind of response that works like magic. 


HOLIDAY’s success at making sales and getting the trade all 


excited naturally results in more and more advertising. In the 
first quarter of this year, the HOLIDAY formula is making money 


for 387 advertisers. Advertising revenue is up 65 per cent over 


the record set in °48. That’s a gain of § 
‘increase of 13,328 lines. That would be good any year. 


year it’s epic. 


THE CURTIS PUBLISHING CO. 
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* INDEPENDENCE SQUARE 


$288,781 and a space 
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"eee, 
eLass market in the world: 


PHILADELPHIA, PA. 
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96-page, double four-color Weben- 
dorfer press in Argentina, where 
it is hoped a sizable part of the 
May issue may be printed. 

In its 18 international editions, 
the Digest has been offering Swe- 
dish typewriters to the people of 
Brazil, South African wines to the 
people of Canada, Swiss watches 
to Mexicans, French champagne 
and perfumes to Argentinians, and 
British tires and textiles to the 
Australians. In the past 12 months, 
the products and services of 491 
advertisers of 15 countries have 
appeared in Digest editions. 


HCE Launches Campaign 


HCE Co., San Francisco, manu- 
facturer of photographic acces- 
sories, has launched a campaign in 
consumer magazines and trade 
publications, using full pages to 
introduce the company’s newest 
product, automatic diaphragm con- 
trol for press cameras. Phil Van 
Slyck Advertising, San Francisco, 
is the agency. 


Appoints James Bennett 


James Gordon Bennett, form- 
erly merchandising director of 
American Broadcasting Co. and ac- 
count executive of Mutual Broad- 
casting System, has been appointed 
radio and television director of 
Sheldon, Quick & McElroy, New 
York. He will spend most of his 
time on food and drug accounts. 


1949 revised, 
expanded 


edition 


Manual 
OF 
By the Staff of the 
University of Chicago’ Press 


For over 40 years 
the standard authority 
for printers, editors, 
authors, publishers, 
advertisers, journalists, 
typographers, 


and proofreaders. 


@ This is the eleventh edition of 
the book that is a one-volume li- 
brary of essential information on 
printing, publishing, and editing. 
In this new edition, the glossary 
of technical terms has been more 
than doubled in size. An entire 
new section has been added ex- 
plaining the law of copyright. Dis- 
play type faces are shown, together 
with a characters per pica count of 
each size given. Many new illus- 
trations have been included under 
Rules for Preparation of Copy, 
bringing this section up-to-date 
and making the application of 
these rules even simpler than in 
previous editions. Dozens of new 
suggestions and short-cuts are now 
numbered for easy reference. 


460 pages, $4.00, 


\\ at all bookstores 
THE UNIVERSITY OF 
bo CHICAGO PRESS 


5750 Ellis Ave., Chicago 37, Ill. 
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Pacific Mills Maps Drive 


Pacific Mills’ worsted division, 
New York, will take pages in the 
May 7 Collier’s and May Holiday 
to advertise the range of men’s 
woolen sportswear now employing 
its Pacifixed process. A campaign 
also is running in Apparel Arts, 
Daily News-Record, Men’s Re- 
porter, Men’s Wear and New York 
Journal of Commerce. Williams 
& Saylor, New York, is the agency. 


~The 


REACHES 
A 17-35 YEAR OLD 


* 


ALL-MALE AUDIENCE 


Be sure you fry.. CHERRY PIE. . foday / 


TIP FOR SPRING—National Red Cherry Institute is using this spring car card, made 

by Ad Showcard and Display Studio, Chicago. The card is printed in two colors, 

and the pie, lithographed in four colors, is tipped on. Western Advertising Agency 
has just been named to handle the institute’s account. 


Aids Chirurg Employes 


James Thomas Chirurg, head of 
the Boston and New York agency 
bearing his name, has announced 
that an insurance policy paid for 
by the company has been taken 
out on his life, with benefits to 
be used after his death to retire 
his stock holdings and leave 100% 
control of the agency to its em- 
ployes. 


Ted Hilton's Names Frost 


Ted Hilton’s, summer resort in 
Moodus, Conn., has appointed 
Harry M. Frost Co., Boston, to 
handle its advertising. 


Millsap Joins Scott Agency 


Edward M. Millsap, formerly 
in the advertising department of 
Coca-Cola Co., has joined Robert 
H. Scott, Inc., Atlanta agency. 


it pays to use 
both hands 


to keep abreast 
in Big St. Louis 
(America’s 8th largest market) 


You'll employ a stroke of 
Space Buyer's genius 

by using substantial schedules 
in The St. Louis Star-Times... 
necessary to a COMPLETE job 
of covering rich St. Louis. 


178,089 responsive 
Star-Times reader families 
give you the essential, low-cost 
PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Notionally by The George A. McDevitt Co. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


Advertising Age, April 25, 149 


will be accepted. 


clearly stated. 


Wanted: Current, Up-to-Date \ 
Market Data for AA Readers 


The second annual Market Data Section of ApverRTISING AGE 
will appear in the May 30 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive 
index of all available market data in all fields. 

Last year, approximately 500 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for over 13,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1948, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and 
agencies, preferably without charge. If there is a charge, o: 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 13, 1949. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


os 


‘Railroad Hour’ Revised 
Beginning May 2, the “Rail- 
road Hour,” heard over ABC 
Tuesday evenings, will start a 
22-week summer run with a re- 
vised format and a time cut from 
45 minutes to half an hour. Singer 
Gordon McRae will continue as 
star and Metropolitan Opera singer 
Lucille Norman will be featured. 


Hoder’s Appoints Seidel 

Hoder’s Hair Remedy, Ocean- 
side, L. I., has appointed Seidel 
Advertising, New York, to handle 
its advertising. 


ICMA Contest Closes May 10 


International Circulation Man- 
agers’ Association will close its 
competition for two $750 scholar- 
ships, awarded annually to college 
journalism seniors, on May 10. 
The competition is for the stim- 
ulation of greater interest in the 
field of circulation management. 


Joins Julius Mathews 


Helen Carroll Corathers, for- 
merly with Roche, Williams & 
Cleary, Philadelphia, has joined 
the staff of the Julius Mathews 
Special Agency, Philadelphia. 


(Advertisement) 


Ad Agency Wins Out: 
Client Admits Defeat 


Scores of Ad Men Oppose 
Use of Blank Spread 


In a recent issue of “Age”, B. C. 
Forbes & Sons Publishing Co. 
(Forbes Magazine of Business and 
Nation’s Heritage) jolted readers 
to a stop with one of the most 
startling ads ever. Inserted over 
the vigorous protests of Forbes’ 
advertising agency, Albert Frank- 
Guenther Law, Inc., it had no 
headline, no copy, no illustration, 
no signature—only one brief 
caption. 

The previous, 12-months’ cam- 
paign had been specific . . . stressed 
the fact that Forbes has the great- 
est concentration of decision- 
makers among magazines reaching 
executives, that Forbes 100,000 sub- 
scribers offer a prime audience at 
mighty low page cost. 

Naturally, the blank double page 
spread generated plenty of com- 


ment, both inside and outside 
agencies. Letters, pouring in, 
ranged from congratulatory to 


caustic, with very little “middle 
ground” feeling in evidence. 

To quote one advertising man: 
“It is an insult to the advertising 
profession.” Another commented 
tersely: “an attempt at cheap pub- 
licity.” Still a third wrote to “Age”: 
“ .. if you get many more (similar 
ads), A.A. is going to look like 
hell.” 

On the other hand, one agency 
principal commented: “So far as 
I am concerned, your blank spread 
did exactly what you intended it 
should—make me read more copy 
about Forbes than I have ever read 
before in my life. Congratulations 
on a smart idea.” Another letter 
said, in part, “wish to register a 
vote in favor of your advocacy of 
blank page advertising . . . your 
idea is what is needed, and it will 
probably be effective for some time 
. . . Kudoes to you.” But in spite 


of these and similar reactions, 
when the vote was counted, the 
“nays” had it, by approximately 
2 to 1. 

The dissenters thought much 
better of Forbes’ former economy 
theme comparing costs of year’s 
schedule of page ads in Forbes and 
5 other important business maga- 
zines. Forbes costs $10,260; Busi- 
ness Week $19,435; Newsweek $28,- 
675; U. S. News & World Report 
$29,640; Fortune $31,500; Time 
$71,370. This backed up the maga- 
zine’s well-known slogan “Power 
To Move The Mighty At Mighty 
Low Cost.” 


Malcolm Forbes, assistant pub- 
lisher, in bowing gracefully, albeit 
ruefully, to this apparent rejection 
of Forbes’ advertising “stunt”, 
says: “We are grateful for the 
response our ad brought... and 
grateful too that readers prefer the 
actual selling facts on Forbes to 
an advertising device, however 
novel it may be.” 


Forbes’ ad agency is pleased with 
the justification of its antagonistic 
position; is planning new opy 


along factual lines. Future ads will 
jettison the present “strip-te ise” 
format, again pound such im- 
portant considerations as Fo: es 
highly concentrated cover £é, 
reaching over 100,000 decis: )n- 
makers who formulate and cor ro! 
the policies of American indus 'y. 
Testimonials from key business  *- 
ecutives, whose words carry we! _t. 
may be used again to impress (4- 
vertisers with value of reac 8 
carefully selected, “no-waste’ ‘U- 
dience that only Forbes in the 
executive field offers. 


So, thanks to definite, vocif« rous 
reader-reaction, the question has 
been answered. Again fe) city 
reigns between client and ag: "°Y 
—and another interesting cha ‘® 
has been written in the old de! ''€ 
oi “white space vs. copy.” 
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Be Creative, Use 
Persuasion, Roth’‘s 
Sales Book Urges 


New YorK—McGraw-Hill Book 
Co has published “Professional 
Salesmanship,” by Charles B. 
Roth, Charles B. Roth & Asso- 
ciates, sales and public relations 
counselor, wherein he successfully 
presents workable methods by 
which the man who has a “whole- 
hearted drive” can become a crea- 
tive salesman. Mr. Roth empha- 
sizes that selling should be recog- 
nized as a profession, and he 
stresses use of persuasion as one 
of the sure-fire ways of attaining 
this recognition. 

It is mainly persuasion, Mr. 
Roth explains, that helps a sales- 
man win and hold attention and 
secure the customer’s confidence 
and conviction in him and his 
product. Perhaps the most power- 
ful force of persuasion is sugges- 
tion, the method of unobtrusively 
implanting an idea in another’s 


head so that the person feels that 
it is his idea and receives it with- 
out objections. Suggestion becomes 
a “chief selling tool” when the 
salesman understands the motiv- 
ating forces (sex, personal ad- 
vancement, hunger, etc.) of the 
prospect, and learns how to trans- 
form this motivation into buying 
incentives, the author believes. 

The book employs no high-flown 
terms of the techniques of selling, 
nor does Mr. Roth merely pre- 
sent a series of academic theories 
which salesmen must translate into 
actual situations. The style is easy, 
alive and readable; more impor- 
tant, the scope of salesmanship is 
amply clarified by concrete exam- 
ples of each area of selling. 

The book retails for $3.50. 


WHLI Appoints Martin 


Paul Martin has been named an 
account executive of WHLI and 
WHLI-FM, Hempstead, L. I. He 
was formerly with Compton Ad- 
vertising, New York, a staff direc- 
tor of NBC, and a sales executive 
of WMFF, Plattsburg, N. Y. 


Chiquita to be Televised 


United Fruit Co., New York 
plans to publicize Chiquita Banana 
on television this summer with 
film spots tentatively set to break 
on New York stations in June. The 
campaign through Batten, Barton, 
Durstine & Osborn will include 
seven other markets. The com- 
pany’s spring radio drive is in 
full swing with Chiquita singing 
commercials running on major 
stations throughout the country. 


Publishes PR Manual 


National Publicity Council, New 
York, has published a new how-to- 
do-it manual, “The Public Rela- 
tions Committee—Why and How 
It Works,” by David M. Church. 
Available at $1 a copy, the manual 
offers help in getting public re- 
lations jobs done through com- 
mittees. 


Chevrolet Appoints Peel 


Warren P. Peel, assistant reg- 
ional manager in Kansas City, 
has been appointed manager of the 
national used car department of 
the Chevrolet division of General 


Motors Corp., Detroit. 
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Gunning Moves Offices Smax Appoints Bothwell 
Robert Gunning Associates, Co- Smax Co., Marion, Ind., has 
lumbus, O., readability counselor, | named W. Earl Bothwell, Inc., Chi- 
has moved to a new building,| cago, to direct the advertising of 
Readability House, Box 283. Smax cheese-coated corn chips. 


Se 


QUALIFIED 
PRODUCTS COMPANY 


ANNOUNCES THE APPOINTMENT 
OF 


‘MILLS, LUND & MANN, «nu. 
53 WEST JACKSON BOULEVARD + CHICAGO 


AS ADVERTISING, PUBLICITY AND 
MARKETING COUNSEL 


counsels in advertising 


product publicity 
product display + marketing 


( ILDING MARKE 
“SELLING MESSAGE 


“chelall Murphy, Acv. Mgr. 
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Barison. I always look at 
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t@rest.”’ 


Lionel Ormsby 
Dozier-Graham-Eastman 
Los Angeles, Calif. 
“I wish more publications would 
do what you are doing. We re- 
ceive a pile of promotion material 
each morning, telling us of their 
advertising lineage figures— 
which to the average space buyer 
is a waste of time. The one thing 
he is not interested in is the 
growth of advertising lineage. He 
vants to know circulation and 
the quality of that circulation, 
how the publication stacks up in 
the field with its competitors, 
and who are the competitors. 
Your approach, ‘Weigh All 3’, 
has been very helpful. I’ve noticed 
in Printers’ Ink. It is sound, 
ond one of the best trade paper 
eries I have ever seen.” 


John G. Symons 
‘Symons Clamp & Mfg. Co. 
<hicago, Ill. 

We are interested in your adver- 
isement of ‘Weigh All 3’. Our 
‘roducts are used by large build- 
rs. . . as well as the smallest 
iome builders. Accordingly it is 
ecessary for us to advertise in 
juite a range of construction 
nagazines. We would like to say 
‘hat we have always been very 
vell pleased with the results that 
ve have received from Practical 
Suilder ads and editorial helps.” 


“How-to-Do-it” Magazine — 
and for Practical Building Me 


You can’t saturate the Building Market 
with any one publication! a 2 


To Sell the Whole Market... 
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EINE STE BILLION BUILDING MARKET FOR 1949: 


e New Residential Building—$6.5 Billion 
e New Farm Construction—$400 Million 
e Remodeling and Repairs—$7 Billion 

e Commercial, industrial, Etc." —$4 Billion 


“Light construction only —eacludes highways, heovy industrial, public works, etc. 


“= Mony times PRACTICAL BUILDER == 
a alone tips the scale 3 


Other times you'll add @ second paper - 
American Builder or Architectural Forum 


In Big Cities and Small Towns 


The $18 billion light construction mar- 
ket is today’s most underrated, under- 
sold, underadvertised market. How can 
oe sell it? Only by selling all 100,000 
uilders and contractors. Here’s why: 


You can’t sell the whole market by con- 
centrating on metropolitan areas — be- 
cause communities of less than 25,000 
account for 75% of all U. S. construction 
—70% of new residential and 86% of non- 
residential (including stores, schools, 
churches, factories, garages, etc.). Nor 
by concentrating on speculative builders 
—because less than one-third of all home 
building is speculative. Nor by concen- 
trating on a relatively few ‘‘big’’ builders 
—because they don’t do the $6 to $8 billions 
of remodeling work and farm building. 


Controlied by 100,000 Builders 


“Legwork” alone won’t cover this big, 
far-flung, shifting market. Nor will ad- 
vertising confined to any one publica- 
tion. To sell a substantial share of it 


demands the greatest concentration of 
advertising power that you can muster. 
You can’t afford to take the chance of 
not selling all 100,000 contractor-build- 
ers who buy, spécify and control the use 
of your product for 90% of all resi- 
dential, farm building, and remodeling 
work — and for more than 50% of non- 
residential construction. For full sales, 
you need full coverage. 


30,000 Builders Read PB Only 


That’s why we say: To sell the whole 
market — WEIGH ALL 3: Practical 
Builder, American Builder, Architec- 
tural Forum. All three are well-estab- 
lished, fully recognized building indus- 
try publications serving their particular 
reader groups. For example, Practical 
Builder numbers among its 75,000 read- 
ers some 30,000 builders who read no 
other building industry publication. 
(Survey on request.) 


So we repeat: Investigate before you 
invest! To sell the whole market — 
WEIGH ALL 3. 


PRACTICAL BUILDER _— the “how-to-do-it” magazine edited exciu- 
sively for practical building men—is the only magazine sold for its 
bulider coverage alone. its companion publication— BUILDING 
SUPPLY NEWS—is first choice of lumber and building material deal- 
ers—seliers of $7 billions of building products in 1948. 


Published ty industrial Publicutioes, ne. for over 20 year: eactusive Publisher: to the Buflding Induury, ote publisher: of Building Sopp! 
News, BSN Beaters’ Directscy, Buliding Material Merchant 2 Wholesaler, Brick & Cloy Recerd, Coram industry sad Ceromic Osta boot. 


Then there will rw times when you use 
all three— Practical Builder, American 


Builder and Architectural Forum 


Circulation figures from September 15, 1948, Stendord Rate & Date 


Practical American Architectural 
Bulider Bulider | Forum 


Cireviation 75,671 | 81,564 64,364 
Builder 

| Circulation enly | 55,214) 50,439 11,717 
Full page, 


12 time rete $ 600 | $ 600 $ 900 


NOTE: No discrimination against Architectural Record 
or Progressive Architecture is intended. These two excellent 
publications are omitted for a simple reason: they do not 
claim Contractor coverage. 


Copyright -industrial Publications, inc 


5 Sewth Wobash Avenue « Chicago 3 
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Appoints Henry Rowe 


Henry Rowe, who has been with 
Kiesewetter, Wetterau & Baker, 
New York, for the past ten years, 
has been appointed an art director 
of the agency. Frederick K. Rus- 
sell has been named art director- 
in-chief and Rudolf Wetterau 
continues as vice-president in ex- 


iat es 


ecutive charge of the art depart- 
ment. 


Mites Appoints Woodward 


Dan H. Woodward Jr., former 
account executive with John A. 
Cairns, New York, has been ap- 
pointed sales manager of Merry 
Mites, Inc., New York. 


123 N. WACKER ORIVE 


GIANT PRINT BOOK | 


Photo Blow-ups in action! That's what 
you'll find in this sparkling book. 
Packed with profitable ideas, 
YOURS with our compliments. 


eos feo SERVECE. ENC. 


it's 


$643 ° | aes 


@ CHICAGO 6, ILLINOIS 


Lennox Readies 
$1,200,000 Drive 
With Dealer Aid 


Entire Fund Goes to 
Newspapers; First Ad 
to Break Next Month 


MARSHALLTOWN, Ia.—Lennox 
Furnace Co. and its dealers will 
launch a_ $1,200,000 advertising 
campaign early in May, the big- 
gest yet undertaken by a manufac- 
turer of warm air heating systems, 
with the entire cooperative fund 
earmarked for newspaper space. 

Not only is the drive the most 
ambitious ever mapped by Len- 
nox; it represents the company’s 
first use of newspapers on a ma- 
jor scale. Up until this year, 
though it has been in business 
mofe than 50 years, Lennox has 
confined its advertising activities 
to brochures, specifications sheets 
and an assortment of direct mail, 
handled by the company itself. 

Lennox is investing $600,000 of 
the campaign fund in the program, 
which is to include a series of ads 
in some 200 key city newspapers 
and a complete mat series for its 
more than 5,000 dealers. The deal- 
ers who sell, install and service 
Lennox heating systems are ex- 


And in 1948 The Miami Herald was First again with 
23,679 Local news stories...7,623 local pictures. 
-- and 10,980,852 lines of Classified Advertising 


It’s a time-tested axiom; -- to get results get 
their interest first. That’s why, year in and 
year out, The Miami Herald takes the lead 
in publishing news and pictures of local events 
items of sure-fire interest 


and personalities... 
to local readers. 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, Notional Reps. 


A. S. GRANT, Atlanta 
Affiliated Stations -- 


MIAMI--An International Market 


WQAM. WQAM-FM 


Yes, local interest is the added ingredient 
that gives added impact to your sales message 
in The Miami Herald, -- First in circulation, 
in local, national, and classified linage, and 
first for results in South Florida’s busy, 


thriving, year-round market. 


_- —_ 


2 ah The Miami Miami Herald 


> 


ESS ad L “Funniest thing! 
| : 


OFALee LISTINGS MwEee 


BIG TIME—This is one of the series of 

newspaper ads scheduled for its biggest 

dealer cooperative drive by Lennox Fur- 

nace Co. Henri, Hurst & McDonald, Chi- 
cago, handles the account. 


pected to match the company pro- 
motion with locally-run copy in 
newspapers of their own choice, 
though not on the usual 50-50 co- 
operative basis. 


@ The cooperating dealer agrees 
in advance to spend a fixed per- 
centage of his annual purchases 
from Lennox on the local cam- 
paign, all of it to go for newspaper 
space. He may spend more—and 
is encouraged to do so, of course— 
and may use other media and pro- 
motional pieces in his individual 
campaign. But the tie-in and prod- 
uct ads in newspapers, all over the 
dealer signature, are basic to the 
drive. 

The company-paid ads, to run 
once a month in Sunday or week- 
day papers, range from an opener 
of 1,880 lines down to 1,400 lines. 
The present schedule goes through 
Sept. 18. Dealer copy is to continue 
through the remainder of the 
year, and Lennox may decide later 
to extend its part of the drive. 

The company ads use a 
series of dialog cartoons to sell 
the full line of Lennox heating 
systems for oil, gas and coal. A 
left-hand column pictures. the 
various heating systems available, 
and lists the “seven big advan- 
tages’ of every Lennox system. 
Dealers split their local schedule 
equally between tie-in ads adapted 
from the company copy and hard- 
hitting ads featuring the different 
Lennox products, for use accord- 
ing to potentialities of the indi- 
vidual market. 


go The company, which lays proud 
claim to the title of ‘““World’s larg- 


est manufacturers and engineers | 


” 


of warm air heating systems,” op- 
erates factories here and in six 
other widely-separated cities— 
Syracuse, N. Y., Columbus, O., De- 
catur, Ga., Fort Worth, Salt Lake 
City and Pasadena, Cal. It had ex- 
panded 
ties prior to the war, 
them to the hilt in producing var- 
ious war materials. 

With a return to the peacetime 
economy, the company decided to 
inaugurate its first all-out mer- 
chandising and 
advertising pro- 
gram. Last May 
it brought in E. 
R. Champion, 
former Coolera- 


new merchan- 
dising depart- 
ment. Last No- 
vember it de- 
cided to call in 
Henri, Hurst & 
McDonald, Chicago agency, to help 
map the campaign. 

In the months since then, every 
step of the merchandising drive 
has been studied carefully, in co- 
operation with leading dealers and 
the company’s more than 100 sales 
engineers. The style and copy tech- 
nique for the newspaper series 
were pre-tested to attain maxi- 


E. R. Champion 


tor Co. executive, 
as chief of af) 


its manufacturing facili-| 
and used | 


Advertising Age, April 25, 1 49 
mum readership. The campa gp 
was fully explained to deal >; 
(Lennox operates directly throi gh 
them, using only a handful of c's. 
tributors in major markets) °* 
a 16-page newspaper-size “He at- 
ing Herald” headlined: “Lem 
Advertising Sweeps Nation!” A 
full page of illustrations prese nts 
a picture tour of the agency’s 

fices where the operation was c. 
tered. 

The company already has p) 
that the campaign is a hit with its 
dealer organization. More than 3.. 
000 of them have indicated tei; 
willingness to cooperate. Long »¢e- 
fore snow flies, Lennox expicts 
to enlist the local aid of a lot more 
of them. 


Hometown Newspapers Stcrts 
5th Readership Study 


The fifth annual readership 
study of five western Hometown 
Daily Newspapers has been started 
The newspapers selected for this 
year’s study as typical dailies in 
the 11 western states are: Demo- 
crat-Herald, Albany, Ore.; Chief- 
tain Star-Journal, Pueblo, Colo 
Evening Outlook, Santa Monica, 
Cal.;Times-News, Twin Falls, Ida., 
and Herald Republic, Yakima, 
Wash. 

Three Friday and two Thursday 
issues will be studied. A summary 
and analysis of the readership 
scores and per reader costs, ob- 
tained by national advertisers over 
a five-year period, covering the 25 
typical western Hometown news- 
papers selected, will be made fol- 
lowing the completion of this fifth 
study. 


21,589 TV Sets in Milwaukee 


Television sets in the Milwaukee 
area numbered 21,589 on April 1, 
according to a monthly survey of 
dealers and distributors made by 
WTMJ-TV, Milwaukee. The sur- 
vey showed an increase of 2,574 
sets in March. About 92% of the 
sets are in private homes. 
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Sales Managers Say 
Existing TV Spot 
Rates are Too Low 


( HICAGO—At a meeting called 
by George Harvey, sales manager 
of WGN-TV, Chicago, 20 sales 
representatives from 16 video sta- 
tions across the U. S. agreed that 
existing TV spot rates are too low 
—tnat they ought to be raised to 
as much as 20% of the rate card 
hourly charge. 

Contrary to some reports, the 
meeting was not a “protest” 
against any ‘treatment accorded 
television sales staffs by either the 
National Association of Broadcast- 
ers or the Television Broadcasters 
Association, although the April 
12 meeting was held while the 
NAB convention was in progress. 

Purpose of the get-together, as 
explained by Mr. Harvey, was 
simply to exchange problems in 
selling television to agencies and 
advertisers. Those present ap- 
parently approved of the idea—at 
least enough to schedule a second 
meeting in about three months. 


s No attempt to form an organi- 
zation was made. In fact, the group 
agreed to ask either NAB or TBA 
to handle mailing of questionnaires 
covering video sales problems to 
TV station sales managers and 
ompile and distribute information 
so obtained. In the event that NAB 
or TBA did not see fit to take on 
such a service, the representatives 
lecided that they would contribute 
funds for hiring a secretary to han- 
lle the work, acting within the 
existing framework of one of the 
organizations. 

The group expressed concern 
over present spot television rates. 
Representatives present apparently 
felt that buyers of spot time were 
getting too much programming for 
their money and that stations are 
entitled to an increase to perhaps 
20% of the hourly rate for a 50- 
second film announcement. 

Those in attendance also agreed 
on the feasibility and desirability 
of double spots, or twin announce- 
ments during station breaks, and 
pledged themselves to study ways 
and means of establishing the 
practice. 


Alexander Leaves Budd 


Donald Alexander, vice-presi- 
dent in charge of auto sales of 
Budd Co., Philadelphia, has re- 
signed, effective May 11. Mr. 
Alexander, who has been with the 
company since 1919, will continue 
as a member of the board of di- 
rectors. He is retiring from active 
business participation and is not 
transferring to another company. 


Wilbert Joins Schlaifer 


Christy Wilbert, former adver- 
ig manager of 20th Century- 

New York, has been ap- 
ted copy chief and a member 
the plans board of Charles 
aifer & Co., New York. Mr. 
ert had been with 20th Cen- 
tury-Fox since 1936. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH » SALES! 


e up! 15 million American Negroes 


buy food, drinks, drugs, cosmetics, 
oth r products. They have 10 billion 
dol irs to spend! Tell them what you 
ha\- to sell. The best way is through 
Ra publications, the Negroes’ own 
ne. spapers and magazines. Through 
the 1 you make friends with the most 
loy | customers in the world. Tremen- 
do’ profits are made through adver- 
tisi g to this great and growing mar- 
ket For full details write Interstate 
Un'ied Newspapers, Inc., 545 Fifth 
Av: N. Y., serving America’s leading 


ady rtisers for over a decade. 


NC TE: We now have facts compiled by the 

® Research Co. of America on brand 
Pre’ rences of Negroes from coast to coast, 
the nly study of its kind ever made. Write now 
for sis free information, 


Camels Use 5th Ave. Buses 


R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., has pur- 
chased ad space on seatbacks in 
the entire 5th Ave. coach fleet 
in New York City for Camel cigar- 
ets. The ads are appearing on 
more than 6,000 signs. William 
Esty Co., New York, is the agency. 


Budd Joins ‘N. Y. Sun’ 

Hudson Budd, formerly presi- 
dent of Budd Ltd., haberdasher, 
has joined the retail advertising 
staff of the New York Sun. 


Joins Lutz & Sheinkman 


William H. Elliott, former sales 
promotion and advertising man- 
ager of National Process Co., New 
York, has joined Lutz & Sheink- 
man, New York, lithographer, as 
vice-president in charge of pro- 
motion and advertising. 


Luxene Appoints Hopper 

Luxene, Inc., New York, manu- 
facturer of dental material and 
equipment, has appointed Schuyler 
Hopper Co., New York, to handle 
its advertising. 


WWPA Will Join CBS 


WWPA, Williamsport, Pa., will 
join Columbia Broadcasting Sys- 
tem, effective May 15. William 


W. Ott is general manager of the | 


250-watt station. This gives CBS 
a total of 182 radio affiliates. 


Gould Joins 20th Century 


Joseph Gould, formerly with 
Universal-International Pictures, 
New York, has been appointed 
copy chief in the advertising de- 
partment of 20th Century-Fox, 
New York. 


| 
| 


Rothafel Quits WFEA Post 


Arthur Rothafel has resigned as 
station manager of Station WFEA, 
Manchester, N. H. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . .. they're 
FREE STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'- 
ANDY, Inc., Dept. 000, St. Louis 22, Mo. 
for details, samples. Do it, today! 


Puget Sound Circle 
is one of America’s 


pany. 


THINK “/wite 
ABOUT TACOMA 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the' Puget Sound Circle” 

| —account for 55% of Washington 
State’s total business volume. You 

must have /w// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can't be had with outside news- 
papers. Facts prove: 
News-Tribune a/one can do the job. 


Write for latest circula- 
tion and coverage fig- 
ures — or see Sawyer, 


Ferguson, Walker Com- 


in Tacoma, the 


on the 
Air too 


KTNT 
FM 


The 


. got ie. ae 


i) the fob! 


Yes—finish the job on Puget Sound! 


“Puget Sound Circle’— where 55% of 


And that means...when you buy Seattle, 
buy Tacoma, too. Then, and only then, do 


you get full effective coverage of the entire 


Washington State’s total business is done! 


OMA 


News Tribune 


Represented Nationally by 


The Sawyer, Ferguson, Walker Company; New York, 
Detroit, Atlanta, Chicago, Los Angeles, San Francisco 
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IN ADVERTISING REVENUE, 


The most important magazine in a most 
important magazine field 


Year in, year out, value-wise advertisers buy more space 
in Popular Mechanics—at a higher rate per page—than 
in any other magazine in this lively, result-producing field. 


Other Popular Mechanics firsts: circulation, circulation 
guarantee, pages of editorial content, advertising results. 
And Popular Mechanics is the original in its field(1902) — 
inventor of the editorial formula which attracts and holds 
the most receptive kind of male mind. 


* * * 


@ |t pays to put Popular Mechanics on 
your schedule. Your advertising gets more 
readers per thousand circulation in Popular 
Mechanics because our readers—having 
the “P.M. Mind"—read ads deliberately. 


_ To sell anything MEN buy... @ 


m 
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Ad ertising Age, April 25, 1949 


airing the announcements over four New York stations on April 24. 


ANNIVERSARY SPEAKERS—Audit Bureau of Circulations Directors William A. Hart, 

advertising director, E. |. DuPont de Nemours; H. H. Kynett, Aitkin-Kynett Co., and 

Benjamin Allen, vice-president and circulation director, Curtis Publishing Co. (left 

to right), were speakers at the Audit Bureau’s 35th anniversary luncheon in Phil- 

odelphia (AA, April 18). Cameron Hawley (right), advertising director of Armstrong 
Cork Co., was master of ceremonies at the celebration. 


(IMPERIAL im 
ores « cprree 


QU .RTET—This bottle topper quartet, composed of paper cut-outs fastened around 

the necks of bottles, is one of three sets in Hiram Walker’s spring merchandising 

dri. for Imperial. The others are a four-piece circus band and a “Gay Nineties” 
group. They're designed for window displays, counters and back bars. 


'U SON JUDGES—I. J. Miller and William Chamberlain pin a first prize 

"6 on on @ newspaper ad by Norval Gill, of Cabat-Gill Advertising Agency, winner 

'n 5 of 15 classifications in the third annual Graphic Arts Exhibition sponsored by 

the Tyeson Advertising Club. Nineteen artists and photographers entered 250 
pieces of work in the show. 


TV IN MAKING—Roger Pryor (standing, center-left), director of television, Foote, 
Cone & Belding, gave last minute directions aboard the Twentieth Century 
limited during the filming of a series of television spots. New York Central began 


PHOTOGRAPHIC REVIEW 
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C&O TEST—Chesapeake & Ohio Railway 
is using this test poster for distribution 
to travel bureaus, ticket offices, retail 
store windows, cocktail lounges and art 
schools to determine if promotion of 
special events will increase sales of 
route transportation. It was placed 
through Modern Merchandising Bureau, 
New York. 
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FILL-IN—T. L. Kizer, president, California 
Transit Advertising Co., pulls a sign out 
of a traveling display rack, disclosing 
decals Los Angeles Travel Lines uses to 
take advantage of advertising space be- 
tween copy changes. Five different ads 
are included in the first series of decals. 


JIGGERS—National Distillers Products 

Corp., New York, is again using jigger- 

top closures for its De Kuyper fruit-fla- 
vored brandies in 4/5 pint size. 


MAGIC—Elgin American division of Illinois 
Watch Case Co., Elgin, Ill., is distributing 
this action display to dealers, with special 
cards for insertion in the rotating base 
supplied for various gift occasions. The 
figure rotates counter clockwise, while 
the turntable revolves in the opposite 
direction. 


TEMPTING—United Air Lines’ ad department designed and executed this display, the 

first in a new program to merchandise its service to Hawaii. This one, installed 

in the line’s Chicago loop traffic office, includes life-size mannequins, and fresh 

tropical flowers, which the company flies in every three days from the islands. The 
whole thing is sprayed frequently with gardenia perfume. 


GREET NEW BNF CHAIRMAN—Donald B. Douglas, left, vice-president of Quaker Oats 

Co. and newly elected chairman of Brand Names Foundation, stops for a talk with 

J. Colby Lewis, vice-president, J. & P. Coats, and Paul B. West, president of the 

Association of National Advertisers, at the third annual Brand Names Day in New 
York. 


ATTEND BRAND NAMES DAY—At the reception preceding the luncheon session of 
Brand Names Day, Joseph Clark Baldwin, U. S. Senator from Connecticut, left, chats 
with Ivor Kenway, vice-president, American Broadcasting Co. and chairman of the 
Brand Names Day committee, and Major General Julius Ochs Adler, vice-president, 
New York Times, who was elected vice-chairman of BNF’s board of directors. 


SINGLE THEME—This brew is lighter, Fox Head Brewing Co., Waukesha, Wis., will 

emphasize to consumers in an expanded 1949 advertising campaign concentrated in 

outdoor. The 24-sheet poster, now going up, starts the drive. Weiss & Geller, Chicago, 
is the agency. (AA, April 18.) 
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51476 TV Sets Now 
in Baltimore Area 


Baltimore’s television circulation 
committee reports that TV set 
ownership in that area has passed 
the 50,000 mark. Sales for the 
month of March hit 6,117, bring- 
ing the total—as of April 1—to 
51,476. Representatives from Balti- 
more’s three stations compose the 
committee. 


To Televise Dodgers Games 

F. & M. Schaefer Brewing Co., 
New York, through Batten, Barton, 
Durstine & Osborn, will sponsor 
13 of the Brooklyn Dodgers games 
over WATV, Newark. The New 
Jersey station is taking the night 
games, which WCBS-TV, New 
York, is unable to handle because 
of other evening commitments. 


Arndt Says Engineer 
of Distribution Is 
Needed by Industry 


PHILADELPHIA—A new position, 
that of “distribution engineer,” is 
waiting to be filled in industry, 
Robert N. D. Arndt, vice-presi- 
dent of John Faulkner Arndt & 
Co., told a meeting of the Phila- 
delphia chapter of the American 
Marketing Association April 7. 

Mr. Arndt pointed out that the 
future of advertising agencies lies 
in the hands and abilities of such 
men in the organizations of their 
clients. 

“Publishers 


can provide the 


Ad showcard 


AND DISPLAY STUDIO 
17 MORTH WABASH AVE 
cmicaco 


DEarborn 2-3137 


DISPLAY CARDS 
POSTERS - SIGNS 
SALES PRESENTATIONS 
“ « SCREEN PROCESS PRINTING 


vehicles leading to the coverage 
of markets,” he said. “Agencies can 
provide specialized brains to in- 
terest those markets. But only 
distribution engineers can provide 
implementation and information to 
sales managers to sell those mar- 
kets.” 

Research people, he said, have 
the big opportunity to walk into 
this new position in industry, a 
job which will help decrease the 
cost of distribution. 


Buy Alabama Properties 

Alexander and Hudson C. Millar, 
West Orange, N. J., brothers, last 
week purchased the Banner, Cull- 
man, Ala., and WKUL, Cullman 
radio station, for approximately 
$100,000. The seller is Judge Hor- 
ace H. Kinney, who also owns 
WHOS, Decatur, Ala. The sale is 
subject to FCC approval. 


Polk Appoints Sherman 

Frank L. Sherman, former as- 
sistant to the president of Otis & 
Co., has been named general sales 
manager of R. L. Polk & Co., Cleve- 
land, direct mail house. 


Advertising Age, April 25, 
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(0 make big Sales in the home goods 


industry, you must talk to big buyers... 


Counselling 8615 management executives and 


buyers in furniture and home furnishings stores 


that do 85.4% of the total industry volume 
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USE THE LAYAWAY PLAN 
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MAKESHIFT—Victor Furniture Co. attracted attention with this ad in the Indianapolis 
Times, which explains that the staff was too busy handling customers to write a new 
ad for the second week of its sale. 


CFAC Deadline Is April 29 


Deadline for entries in the Chi- 
cago Federated Advertising Club’s 
annual advertising awards compe- 
tition (for work prepared by or 
for companies within a 50-mile 
radius of Chicago) must be re- 
ceived by 5 p.m., April 29, at the 
club office, 139 N. Clark St. John 
V. Sandberg, Kraft Foods Co., is 
chairman of the awards committee. 


Reports on Vacationers 


Californians, Inc., San Francisco, 
reports that 1,710,356 tourists 
visited central and northern Cali- 
fornia in 1948, spending $111,515,- 
211 (an average of $8.15 a day 
per person). 


Ciba Introduces Araldite 


Ciba Co., Montreal, is using full- 
page color ads in trade publica- 
tions to introduce a new plastic 
adhesive, Araldite. E. W. Rey- 
nolds & Co. is the agency. 


Appoints Carter Agency 


Beaver Shirt & Sportswear Co., 
Toronto, has appointed Garry J 
Carter of Canada, Toronto, to di- 
rect its 1949 advertising. Trade 
publications will be used. 


Carlson Joins ‘Fortune’ 


E. W. Carlson, formerly Cleve- 
land district manager of Science 
Illustrated, has joined the Cleve- 
land staff of Fortune. 


HIT HARDE, 


at Buffalo’s New Car Buyers 


- - - Use the Courier-Expre:s 


@ In 1948 the Courier-Express carried over half of ll 
national automotive linage in Buffalo. It has led in t's 


classification for six years... 


proof that it sells new cos; 


tires and accessories. You, too, reach Buffalo buying pov 


more economically in t) > 
favorite morning and 5) © 
day newspaper. 
Remember, your do! ‘° 
buys greater impact in ‘ '¢ 
Courier-Express on the fe \ 
ilies with more money © 


spend. 


1! 49 


[EW 
meé rly 
of Lor 
paper 
elected 
succeec 
(ret.). 
been ¢ 
clates. 

Mr. 
pany il 
tired. 

Elect 
Ralph 
preside 
manag 


has be 
York s 
son for 
viously 
phia P 

Willi 
ted vi 
wester1 
in Chic 
of sale 
before 
with P 
Branhée 


s Jami 
was € 
charge 
joined 


James | 


eral ye 
lisher | 
his ow! 


| = eC iée OE 
y = — ft = i a eo j 
2 | eS See ES he 
( a 1 : =: ite a4, YO are ww 
| <?'; of _ Wee Oe 
: . TT - ia 
ey | f Pag | = [| sorte Ay ~ ‘4 L or 
ant 5t-"o? =ee PF ARS 3 5 b 
ee | 3 . | =e = =< ae tL 
pe | as DS SN a , 
a Pr on, ; oat, —<ey 
- re 
a Se 
| ‘ cig gusp-acke asmat > Go eas 
7 | 
oo , 4 
o* | 
ee | ae 
ike as * ¥ ‘ 

: e (ed sm roma of aad 9 oat te saw . LM : 

i y~ 

<n a apalnede, filieneeee 

od * eh ene, Re 4208 Be a ae braeteom cornet Sh ouat tera! poteres SY 15 141.956 
oi: ° 
ae ° 
Pa chy o 
we: : _ 
2 aoe ° 
: a 11 ll TR en 

: Sots ae +4 1H INDIANA 
: ae . 
ey ‘. 

les. ° | 
ira . 
ies 8 
eee 7 
meee 4 
be : _ 

: ‘ ave ‘ : es | C 
sate Fhe gel ier <r ee + ee “ be | 
Seles i, 5  .* ge! : oe ; +4 " 
ae o Ae at eae tecniptatnidiettihiananenenirissiiitiininsiaitaaiemmncpannaesinn ie 

: e a4 he + 3 . © F we a4 AA 5 4 ee ‘ / 
ae “gat - ?. N . « we a 4 ae om \ ' r) ’ ‘ 4 , 

Pee Pdi 4 fa ft = a , Al : x! ‘ > = 0 

SI he - 48 1 Bey 4 ~ Te = ~ 

= = Py os Z , , , é : i a ; 2 a 7 «: NY c& 

cane / ga : ~ i | ‘ 

a i ’ i 8a, * ie Raa oe Pak rie QN dS, » . onr 
a ae Y g oo oe ae * te : = v \ 1 if = = partner 
ee ee ; sie ae ae. rat Cag cago, v 
3 : a a 3 

| " H ; a Bi. ail - me | 4 = The 
on a a —— wel 28 = sty 
wea \ ea : ‘ ; Bika! Rie al : < ae Was 
uae et: , Urte ; . & ri 4 48 fices ir 
lisesi ie ae troit, § 
| " a 4, a a Ay gele: 

: ‘7 ; a Pall _ 
iene ma le ee ; F 2 | 
i 7 ——_ Ps |. 
Sey el ee +7” ASTER CAP. 
mi a eee “2 7 ¥ ig 2 t= + ‘ # 5 % : “ a‘ i re & SER 
ote wor riPPWE eeepc ti cba Thee 2 aa es ee 
shies , , , ° i — so 
eae e 8 
rea e 
oe a y 
oe One ao os fea 
i ” . . 
eh | . ; | 
es ° | York 

: ee Regret es & 
Pe 4 aioe Z Scolar’: 
oe tales — gebor®: 


1h 49 


eS 


3] 8 & 


ory 
* 


Pel se [PRE 


» di- 
rade 


eve- 
ence 
eve- 


A vertising Age, April 25, 1949 


Shannon Heads 
Lorenzen Firm 
in New Setup 


lew YorK—C. G. Shannon, for- 
merly vice-president and secretary 
of Lorenzen & Thompson, news- 
paver representative, has been 
elected president and treasurer, 
succeeding Gen. A. F. Lorenzen 
(ret.). The company name has 
been changed to Shannon & Asso- 
ciates. 

Mr. Shannon joined the com- 
pany in 1920. Mr. Lorenzen has re- 
tired. 

Elected at the same time were 
Ralph C. Ruggles, executive vice- 
president and general eastern sales 
manager, succeeding M. R. 
Thompson, resigned. Mr. Ruggles 


Cc. G. Shannon Ralph Ruggles 


has been a member of the New 
York staff of Lorenzen & Thomp- 
son for the past ten years, and pre- 
viously represented the Philadel- 
phia Public Ledger in New York. 

William E. Ledbetter was elec- 
ted vice-president and_ general 
western sales manager, with offices 
in Chicago. He has been in charge 
of sales in Chicago for L&T, and 
before joining the company was 
with Paul Block & Associates and 
Branham Co. in Chicago. 


as James J. Devine, New York, 
was elected vice-president in 


charge of market research. He 
joined the firm in 1943 after sev- 


f = 


Jomes J. Devine 


Wm. Ledbetter 


eral years as a newspaper pub- 
lisher and 18 years of operating 
his own representative business. 

‘onrad C. Tuerk, formerly a 
partner of Cruttenden Co., Chi- 
azo, was elected secretary. 


s The headquarters of Shannon & 
Associates will be in Chicago, as 
was L&T’s. The company has of- 
fies in New York, Atlanta, De- 
troit, St. Louis, Kansas City, Los 
Ar geles and San Francisco, and 


Phone Chesapeake 32500 
E ALBERT KIRCHER CO. 
LEE H. LASHER, VICE PRESIDENT | 
DI WASHINGTON BiVD., CHICAGO 7 


represents 28 newspapers. 

Mr. Shannon said a plan is 
under way to develop a stock ar- 
rangement with employes, so that 
all employes will have the op- 
portunity of becoming stock-hold- 
ers in the representative company. 


Two Appoint Lewin Agency 

A. W. Lewin Co., New York, has 
been named to handle the adver- 
tising of Cy Williams, Inc., and 
Williams, Colby Corp., fabricator 
and distributor of Cy Williams Sun 
Ranch homes. 


Smith Shoe Co. to Ludgin 


J. P. Smith Shoe Co., Chicago, 
manufacturer of British Walkers, 
J. P. Smith and Smith Synchro- 
Flex shoes for men and women, 
has retained Earle Ludgin & Co., 
Chicago, to direct its advertising. 


Siegel Opens New Agency 

Lester E. Siegel, who previously 
operated his own agency in Chi- 
cago, has established a new agency 
at 32 Custom House St., Provi- 
dence, R. I. He is now handling the 
accounts of Providence Grays, 
baseball team; Real Estate Title 
Insurance Co.; Home Builders As- 
sociation of Rhode Island, and 
Frances Waterman Shops, all in 
Providence. 


38,675 TV Sets in Cleveland 


Television set ownership in 
Cleveland totaled 38,675 as of 
March 31, the television committee 
of Cleveland reports. Some 3,426 
of the number are in public places. 
The survey was made by the Bu- 
reau of Business Research, Cleve- 
land College of Western Reserve 
University, and WNBK and WEWS. 
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All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 
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Wright PHOTOGRAPHIC ILLUSTRATIONS 
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SOAPLESS 
DETERGENT 


spoT 
RADIO Softens up hard-water 


manufacturer: 


markets fast! 


It’s no secret that soapless detergents work 


best where water is hard. They sell best there, too. It’s 


no secret either that Spot Radio puts advertising to 


work right where it does the most good—in this case 


where water is hard and prospects are plentiful! 


Spot Radio sells — detergents, deep-freezes, or 


LEADING 


JOHN 


RADIO 


BLAIR 


STATIONS 


MAN! 


OFFICES IN CHICAGO . 


dancing lessons—because it is powerful yet flexible. 


& 


Sie 


NEW YORK «© DETROIT — 


Your John Blair man knows Spot Radio . . . and 
markets, and merchandising. He knows how to weld 
all three together ... to build a potent, profitable 
selling force that squeezes the last penny’s-worth 


from every single advertising dollar you spend. 


JOHN 
BLAIR 


& COMPANY 


Ask him how Spot Radio 


can sell your product! 


ST. LOUIS e LOS ANGELES . SAN FRANCISCO 
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Toledo Ad Fund 
Gives Right Aid 
to Right Causes 


11-Man Operations Unit 
Sets Amounts; Money 
Provided by 33 Firms 


ToLepoO—A group of Toledo’s 
business and industrial firms has 
found a workable solution to the 
problems involved in sponsoring 
community advertising drives. 


THE LETTER SHOP, | power: 


Caleans 


431 S Dearborn St 5. lilineis 


It is the Toledo Community Ad- 
vertising Fund, to which 33 com- 
panies now contribute and which 
forms a central source of adver- 
tising purchase dollars for various 
causes, the merits of which are 
decided by an 1l-man operations 
committee. 

The TCAF was formed in Sep- 
tember, 1943, to coordinate the fi- 
nancing of advertising home-front 
war projects. To date, it has paid 
out more than $182,000. 


e First steps to establish the fund 
were taken early in 1943 at the 
suggestion of Mortimer C. DeWitt, 
vice-president in charge of ad- 
vertising, Champion Spark Plug 
Co., who outlined the need for a 
better system of giving advertis- 
ing assistance to the then-growing 
“parade of public causes.’ Some 
projects won more advertising than 
they needed, others less than they 
should have had, he pointed out. 
Sponsors were forced to listen to 
many solicitations and couldn’t 
weigh the merits of each successive 
project without giving it study. 


Some industries contributed reg- 
ularly and generously, others in- 
termittently, some not at all. 

The TCAF has proven a boon 
both to contributors and causes. It 
enables the firms which support 
the fund to discharge a community 
responsibility, but spares them 
from direct solicitations and the 
headaches of evaluating the re- 
spective needs of soliciting groups. 
It provides worthy causes with 
needed ad funds, enabling them to 
avoid the embarrassing necessity 
of using donated money for such 
promotion. Each sponsored news- 
paper ad carries this credit line: 
“This advertisement is paid for 
by the Toledo Community Adver- 
tising Fund.” 


es TCAF appropriations last year 
totaled $17,900, of which almost 
half, or $8,130, went to the Toledo 
Community Chest. The American 
Red Cross was given $4,189. 
Amounts of more than $400 up to 
nearly $1,000 were handed over to 
United Jewish Relief; the Salva- 
tions Army’s building fund drive; 
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route the magazine to their department heads. 


the business home. 


Stasputel 
Maaagemsnt 


he | Sl most successfully 
in the HOSPITAL MARKET 


get 


DEPARTMENTAL PENETRATION 


Because hospitals buy thousands of products of a technical character, 
their administrators must rely on the expert recommendations of 


the department heads for guidance in purchasing. 


Consequently, as the news and technical journal of hospital ad- 
ministration, Hospital Management not only publishes significant 
articles of interest at the executive level, but also editorial depart- 
ments providing practical information on the administration of each 


department within the hospital. 


As a result, 75% of administrators report that they regularly 


Management you can do the complete sales and promotional job you 


need in the great hospital market—touching all the bases,* bringing 


CHICAGO 11 


* Let us send you a copy of our booklet, “Touching 
All the Bases’”—it provides an interesting insight 
into the buying habits of the hospital market. 


Thus, in Hospital 


The only hospital publica- 
tion which is a member of 
both the ABC and ABP. 
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AD FUND DIRECTORS—Toledo’s Community Advertising Fund is administered by «» 
11-man operations committee, including this group of executives: left to right, seate, 


Emil F. Frey, DeVilbiss Co.; Herbert D. Bissell, 


Electric Auto-Lite Co.; William ®. 


Matthews, Swartzbaugh Mfg. Co., and Donald J. Mills, committee secretary; standin, 

Hal H. Thurber, Ewell & Thurber Associates; Joseph S. Mather Jr., Textileather Corp ; 

Paul W. Kieser, Spicer Mfg. division, Dana Corp., and Carl P. Adamshick, Owens- 
Iinois Glass Co., committee chairman. 


Letters for Democracy; Student 
Nurses recruiting; U. S. security 
bond drive; American Overseas 
Aid for Children; American Her- 
itage Foundation, and Christmas 
Seal campaign. 

For the 33 firms which support 
the fund, contributions are based 
on number of employes. There are 
five classifications, ranging from 
companies with fewer than 100 
employes, which pay a flat $7.50 
monthly, to those with more than 
1,000 workers. The large companies 
pay $100 monthly for the first 1,- 
000 employes and five cents addi- 
tional for each employe, up to a 
maximum of $150. 

The scale of contributions is 
flexible and can be adjusted eas- 
ily to keep the supply of fund dol- 
lars in proportion to need. The 
present scale calls for contribu- 
tions only half as large as those 
during the war. Demands were 
considerably heavier then, and, in 
all, 72 different war efforts were 
served by the TCAF. The present 
33 TCAF supporters pay $1,630 
monthly; during the war, $5,343 
was paid each month by 131 sup- 
porting companies. 


ew The operations committee is 
what makes the fund tick; the 11- 
man group decides whether the 
cause is worthy of TCAF support; 
whether the cause, however 
worthy, properly falls within the 
scope of the fund, and, if approved, 
how much the cause should receive 
for advertising. The committee 
does not advise or help with pre- 
paration of ad copy, or say what 
media should be used; but some 


general considerations of media 
usually figure in setting ihe 
amounts to be appropriated. 

The TCAF’s total operating ex- 
pense is $35 a month—a fee paid 
the Toledo Chamber of Commerce 
for part-time clerical work and 
services of a staff member who 
acts as committee secretary and 
keeps financial records. 

The present operations committee 
is headed by Carl P. Adamshick, 
with the public relations depart- 
ment of Owens-Illinois Glass Co 
His fellow committee members in- 
clude: Two public relations di- 
rectors—James M. Ashley, Libbey- 
Owens-Ford Glass Co., and Paul 
W. Kieser, Spicer Mfg. division, 
Dana Corp.; three sales officials— 
Joseph S. Mather Jr., Textileather 
Corp.; Emil F. Frey, DeVilbiss Co., 
and Charles A. Harrison, Toledo 
Edison Co.; and five advertising 
executives—Herbert D. Bissell, 
Electric Auto-Lite Co.; Frank E. 
Southard, Champion Spark Plug 
Co.; C. H. Cadwallader, Toledo 
Scale Co.; William R. Matthews, 
Swartzbaugh Mfg. Co., and Hal 
H. Thurber, Ewell & Thurber As- 
sociates. 


To Grant & Wadsworth 


Don M. Weill, formerly adver- 
tising manager of Clairol, Inc., has 
been appointed an account exec- 
utive of Grant & Wadsworth, New 
York. 


Erwin, Wasey Names Sill 
Joseph Sill Jr., formerly with 
Davis & Co., Los Angeles, has been 
named an account executive of 
Erwin, Wasey & Co., Los Angeles. 


Do You 


plates and proofs 


your telephone! 


You can get your mats, plastic 


time—day or night, 24 hours a day! 


Progressive is only as far away as 


he ae 


MATRIX C€ 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


Know? 


anytime—and on 


WAPASH 2-1204 


OMPANY 


ILLINOIS 
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Footnotes 


__ = By G. D. CRAIN JR. 


ublishers and others, including 
ma 1y broadcasters, who are lying 
aw ‘ke nights wondering what tel- 
evi ion will do to their businesses, 
prc sably don’t remember that there 
we e just as many furrowed brows 
25 years ago when a new medium 
of communication, radio, made its 
ap} earance. 

There were many at that time 
who thought that as a result of 
wicespread radio listening, news- 
paper and magazine circulations 
would decline, and advertising rev- 
enues would flow in constantly 
increasing volume to the new me- 
dium. While radio did grow from 
a lusty infant to an established 
and profitable medium of adver- 
tising, newspapers and magazines 
increased their circulations and 
their advertising revenues. 

One of those who saw clearly 
that radio would not prove a men- 
ace to publishers—and whose com- 
ments might be reprinted today 
with “television” substituted for 
“radio”’—was William Randolph 
Hearst, who back in 1930, when 
broadcast advertising was causing 
great excitement, wrote an article 
which appeared in the Hearst 
newspapers. It is one of many in- 
teresting historical documents in- 
cluded in the great book, “Selec- 
tions from the Writings and 
Speeches of William Randolph 
Hearst,” recently published by the 
San Francisco Examiner. 


s “I do not think newspapers have 
been adversely affected by radio,” 
wrote Mr. Hearst. “Radio has a 
field of its own. The newspaper's 
field is largely different. I do 
not think that anything is likely 
to be devised in our age to take 
the place of the newspaper. Noth- 
ing else can be substituted for the 
reader’s own selection of informa- 
tion and entertainment to suit his 
own tastes and requirements. 
Nothing else can present the whole 
summary of world events and 
world opinions in so concentrated 
a form. Nothing else is so useful 
and so enjoyable and so easily 
and immediately obtainable. 

“As a matter of fact, has the 
radio hurt the newspaper? Ap- 
parently there are more people 
reading the newspapers than there 
were before the radio came into 
existence, and apparently there is 
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A GREAT TV 
7 CUSTOM MADE 
ONE MINUTE 


) FILM 


P rice Sralhedes 
* Artful production 
* Effective illustrations 
* Animated tricky titles 


* Sound on film (con- 
sists of off-screen 


message 
Motion Pictures for 
over 30 years 


Diswak pe PE ra 
S. Wabash Ave . . . CHICAGO 
Phone Harrison 7-3395 _ 


more advertising in newspapers 
than there was. Anything that de- 
velops advertising must eventually 
help the newspapers... 


ws “Newspaper advertising has a 
stable value. Automobiles and golf 
came along to take people from 
the house out-of-doors, but people 
continued to read the newspapers, 
and if they were very much inter- 
ested in golf and automobiles they 
read the newspapers to get some 
of their information about these 
things. Moving pictures came along 
to entertain and attract people, and 
the people were duly entertained 
and attracted, but they read the 
newspapers just the same and read 
about moving pictures in the 
newspapers. 

“The radio came along to give 
the people another kind of enter- 
tainment, to put them in closer 
contact with personalities, to give 
them a larger scope of enjoyment. 
Consequently it gave the people a 
more intense interest in many of 
the events and individuals that the 
newspapers kept the people in- 


formed about. I do not think the 
radio has done the newspapers 
any harm, nor has the moving pic- 
ture, nor has the automobile. All 
these things have merely widened 
the sphere of human interest and 
given the newspapers greater op- 
portunity.” 

I feel sure that Mr. Hearst, look- 
ing back over more than 50 years 
of newspaper and magazine pub- 
lishing, is not one of those who is 
fearful for the future of printed 
media because of the advent of the 
new giant of communications, tele- 
vision. 


Rouse Appoints Gibbons 


J. J. Gibbons Ltd., Montreal, 
has been named to handle the ad- 
vertising of Wallace G. Rouse 
(Canada) Ltd., Montreal, business 
management consultant. 


Superior Coach Ups Russell 


D. G. Russell, advertising man- 
ager, has been promoted to man- 
ager of sales promotion and ad- 
vertising of Superior Coach Corp., 


Lima, O. 


KSTL Appoints Godt 


Paul O. Godt, formerly sales 
manager of Station KMYR, Den- 
ver, has been appointed commer- 
cial manager of Station KSTL, St. 
Louis. 


Martinez Joins Doremus 


Francis X. Martinez, formerly 
with Associated Press and the 
Philadelphia Inquirer, has joined 
the Philadelphia office of Doremus 
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& Co. as head of the publicity and 
public relations department. 


OPTIVISE! 


: GET readers to see what-when-as you 


want them to see. Boost ad impact with 
new layout formula: art plus eye-science. 
Airmail your ad plan headaches to 


AD SCRIBE, NORTH CANTON (6), OHIO 


A creative service at sensible fees for cost-wise 
advertisers. Write Ad Scribe SOON. 
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Kaufman Joins Pillsbury | 


Carl Kaufman, formerly in the 
Minneapolis office of McCann- 
Erickson, has joined the adver- 
tising staff of Pillsbury Mills, 
Inc., in a merchandising and sales 
promotion position. 


Shepard Opens Own Studio 


Mac Shepard, formerly with 
Purfield-Shepard, Inc., has opened 
an advertising art and illustration 
studio at 151 W. 5lst St., New 
York. 


Reid Murdoch Names Vladimir 


Reid Murdoch & Co., Chicago, 
has appointed Irwin Vladimir & 
Co. of Illinois to handle export 
advertising for Monarch foods. 


ee N 


QUALITY...SPEED. 


The AMERICAN LABEL CO. 


2435 Sorth Sheffield Ave Chicago 14. Iitinois 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—Spurred by sales 


activity preceding this year’s late | 


Easter, department stores reported 
gains which averaged 7% above 
last year’s dollar volume for the 
week ended April 9. 

The sales curve has been rising 
steadily since the first week of 
February, and undoubtedly will 
show an even greater gain over 
the °48 figures on the report for 
April 16, since sales volume in- 
creased sharply in the week pre- 
ceding Easter. 

Mother’s Day figures (for the 
week of May 7th) will be the first 
valid 1949 benchmark. Observers 
who watch department store sales 
as one index of the condition of 
the nation’s economy at that time 
will be able to get a clearer picture 
of what actually has happened to 
retail sales this year. 


TRADITIONS OF 


ENGRAVING #2 


Greatest of the early German engravers, Albrecht Durer 
was a master craftsman in wood and copper. Ghe 
detail head is from “Holy Family with Ghree Hares”, 
believed to have been executed about 1498. Ghe 
original is owned by the Art Institute of Chicago. 
Durer’s work is endowed with a rugged energy of design 
combined with a strength of detail which tested the 
media he employed to the utmost. Ghe most thorough 
knowledge of the craftsmanship of wood engraving 
was essential for the perfection of effects which he 
achieved. In the best of these engravings, delicacy 
of line is combined with a power of conception 
which has never been surpassed. Durer’s work belongs 
to a period when the creative genius of the artist 
was intimately bound up with the craftsmanship of 


personal execution. 


"Craftsmanship" 


are essential to the most successful results. 
which animates both management and shop personnel at Jahn 
and Ollier and which we offer for your service in the produc- 
tion of the very finest of modern letterpress printing plates. 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 West Washington Blvd. 
Chicago 7, Illinois 


is a living term in the modern shops of Jahn and 
Ollier today, just as it was in the vocabulary of Albrecht Durer 
500 years ago. Jahn and Ollier takes pride in being today's 
skilled engraver. The craftsmanship of photoengraving is our 
first concern—to it we devote all our energies and sincerity 
of purpose; in each day's work we find inspiration for further 
development and perfection. These are the true ingredients 
of the spirit of fine craftsmanship which today, as always, 


It is this spirit 


sf 


MAKERS OF FINE PHOTOENGRAVING FOR LETTERPRESS PRINTING 


Since widespread clearance sales 
and markdowns of merchandise in 
early January, sales this year have 
averaged about 5% below those of 
last year. And since Easter this 
year came three weeks later than 
in *48 and two weeks later than in 
°47, comparisons of corresponding 
weeks in each year have not pre- 
sented an accurate picture of 
trends in the retail economy. 


ws However, Mother’s Day for the 
past three years has been cele- 
brated during corresponding weeks 
of the respective years—and will 
be observed again this year during 
a directly comparable week. Thus 
the second week in May will see 
fact replacing opinion regarding 
this barometer. 

During the week of April 9, all 
Federal Reserve Board districts, 
with the exception of Kansas City 
and Dallas, reported gains over 
last year. Richmond recorded a 
20% rise, Cleveland 17% and Bos- 
ton 16%. Top city was Akron, with 
a 28% rise over the same week of 
last year. Largest loss among the 


cities was San Antonio’s 17% de- 
cline. 
gw Inasmuch as the _ tabulation 


shows dollar volume, rather than 
unit volume, of sales, it is inter- 
esting to note that the National 
Industrial Conference Board re- 
ported a 1% decline in the con- 
sumer price index from January 
to February, 1949. Declines in the 
index have been registered in Oc- 
tober, November and December, 
1948, and in January, 1949, as well. 

Purchasing value of the dollar 


‘DEPARTMENT STORE 


1935-39 EQUALS 100 


Week to Apr. 
Week to Apr. 
Week to Mar. 
Week to Apr. 
Week to Apr. 
Week to Mar. 


9, ’49*...p319 


301 
.278 


2, 49%... 
26, °49*.. 
10, '48*...298 
3, 48*....280 
27, ’48*..331 


pPreliminary. 
*Not adjusted seasonally. 


(January, 1939, is used as 100¢) in 
February this year was 62.1¢—a 

% rise in purchasing power over 
January, ’49, and a decline of 0.3% 
from February, 1948. The board’s 
monthly consumer price survey 
covers 62 cities. 

Chain store and mail order sales 
for February are estimated at 
$1,870,000,000 by the Commerce 
Department’s Office of Business 
Economics and the Census Bureau. 
The estimate compares with $1,- 
980,000,000 in January, °49, and 
$1,874,000,000 in February, 1948. 

After adjustment for seasonal 
factors, the total for February was 
slightly under the total for Jan- 
uary and slightly above the year 
ago figure. 


% Change from 1948 
Weeks Ending 


Federal Reserve Mar. Apr. Apr. 
District and City 26 2 9 
UNITED STATES ...... —16 ry 7 
Boston District ........... —24 4 16 
New Haven ........... —8 7 10 
a 24 15 17 
Springfield ies ae 0 16 
Providence .................. —30 11 11 
New York District .... —ii x 4 
Newark we —14 ril3 6 
IIL. oss scnbensenicnenbiehes —16 rl8 18 
New York ... . —17 8 1 
TED  dccmscsasatnevees —19 -2 12 
Syracuse .. . —18 r10 0 
Philadelphia District . —B 16 16 
Philadelphia secsmeee 14 16 20 
Cleveland District ...... —I4 16 17 
Akron ........ —12 15 28 
Cincinnati —22 13 10 
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Cleveland . —15 20 4 
ee —16\ 27 27 
Toledo aceliile ; ~-9 10 9 
Pittsburgh .. w—- —? 16 2 

Richmond District ........ —12 18 ” 
Washington —4é 26 27 

. Baltimore : —15 12 13 

Atlanta District .......... —15 7 ‘ 
Birmingham ................ 6 5 
Miami 2 5 
Atlanta 3 9 
New Orleans r21 ~10 
Nashville ............ 11 21 

Chicago District ............ —13 5 6 
0 Een —10 8 6 
Indianapolis ................ —6 16 12 
ee —16 1 1 
Milwaukee .............. —2i —2 0 

St. Louis District .......... —18 10 4 
L ttie Rock ..... —32 6 3 
Louisville ....... —1l1 6 r 
Si CEI sisdncucversduhavtnenen —15 13 5 
een —24 12 —) 

Minneapolis District .... bg . 
Minneapolis ........... ° ° 
eae ° . 
Duluth- -Superior | mel ° ° 

Kansas City District... —I18 —38 “ 
Denver .............. ; —19 8 3 
Wichita —14 + 
Kansas City —22 —4 4 
St. Joseph ; sesscee =——22 7 
Oklahoma City : —29 —7 
Tulsa . ; —i8 —5 =f 

Dallas District . — —2 —} 
Dallas sien —22 2 —9 
Fort Worth . es —23 —8 _ 
ee —18 —8 — 
San Antonio ................. —209 —3 —17 

San Francisco District. —18 —2 ’ 
Los Angeles Area ... —23 —b ox) 
IIT ititnbisentetisitentes —20 6 rT 
San Francisco ............ —16 13 12 
Portland ...... —— --4 2 
Salt Lake City ; —18 —12 It 
Seattle —l1 1 4 


r—Revised. 
* Data not available. 


DuMont Names Merkle 

Joseph L. Merkle has been ap- 
pointed manager of the station re- 
lations department of the DuMont 
Television Network, New York. He 
previously was in the station re- 
lations department of National 
Broadcasting Co. 


Laundry Group to Juneau 

Automatic Laundry Association 
has appointed C. B. Juneau, Inc., 
Los Angeles, to handle its adver- 
tising. 


Leaves Campbell-Ewald 

J. R. Hadfield has resigned as 
director of Norge publicity at 
Campbell-Ewald Co., Detroit. 


MOINES SALUTES ITS SPONSORS. 
SOME ARE SHOWN HERE 


LEADERS IN THE DES MOINES 


MARKET DURING OUR FIRST YEAR ff 
OF OPERATION. WE HOPE THAT §& 


WE WILL HAVE THE OPPORTUNITY 


OF SERVING YOU IN THE YEAR TO fam 


COME. 
*DAYTIME, 5000 AFTER 6:00 P.M. 


EF 


RCA Victor Record Division — Records 


J. Walter Thompson 
eee ee 


Many wise local merchants also 
use KIOA as their primary medium 


THE 10,000* WATT STATION IN DES fm 


WE ARE § 
PROUD TO HAVE SERVED THESE § 


General Mills — Kix 


Tatham-Laird 


Ralston Purina Co. — Instant Ralston 
Gardner Agency 


Carter Products, Inc. — Arrid 
Ted Bates, Inc. 


American Home Products — Anacin 
Ted Bates, Inc. 


‘ Helbros Watch Co., Inc. — Watches 
Wm. H. Weintraub & Co., Inc. 


international Milling — Robin Hood 


H. W. Kastor & Sons 
om ee ee ee ee ee ee ee 


Phillip Morris & Co. — Phillip Morris 


Biow Co., Ine. Cigarettes 
a oe 


5 Falstaff Brewing Company — Falsta if 
D 


ancer, Fitzgerald & Sample, Inc. Br er 
ama a eee ee ee oe 


—=— 


B Hudson Motor Car Co. — Hudson Mo! 5 


g Brooke, Smith, French & Dorrance, | 
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ANENT SHOES—Joyce, Inc., Pasadena, 
Col, through N. W. Ayer & Son, is 
running copy like this in trade publica- 
tions to stress that ‘‘There’s a difference’ 
about Joyce shoes. Glamour, Holiday, The 
New Yorker, Seventeen and Vogue are 
also used, but with shoes pictured. 


TV’s Not Exactly 
for Upper Brackets, 
Philadelphian Finds 


PHILADELPHIA—A furrier here has 
conducted his own experiment to 
find out what many in television 
want to know—what income group 
most of the set owners belong to— 
and his conclusion is that TV set 
owners are no longer generally in 
the high income group. 

William Weisberg Sons used its 
own 15-minute “high fashion” pro- 
gram, which has been running on 
Station WPTZ half a year, to test 
whether TV continues as a suitable 
ad vehicle for advertising high- 
price merchandise. It made the 
test over a period of several weeks 
in March and April, by offering 
free fur storage to anyone writing 
in or calling the day after seeing 
the show. 

William Weisberg, head of the 


As a user of Words 
You will be thrilled 


By the Words of .... 


4 MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ences in that interesting book “Teacher 
of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Publish- 
ing Company—is none other than 


James H. McGraw. 
The size of this book is 6% x 9%4— 


lt is bound in a beautiful green simu- 


late! leather with title and sub title 
printed in gold ink on the front cover. 
{n autographed photograph of Mr. 
McCraw worth framing is reproduced 
on front inside page. This book will 
mak» a useful, permanent addition to 
your business and home library. 


$7] 00 


Ad ertising Publications, Inc. 
100 *. Ohio St. Chicago 11, II. 


fil IN AND MAIL THIS COUPON 
TODAY 


Ad\ rtising Publications, Inc. 
Div 929 
100 °. Ohio St., Chicago 11, Ill. 


Ger lemen: 


Ple se send me....copies of “Teacher 
of usiness”. Enclosed is $.......... 


re 


company, reports that telephone 
response was disappointing and 
mail response limited. He also 
asked TV set owners what they 
thought of the show and nearly 
all, he reports, replied that it was 
enjoyable but that they could not 
afford to buy the fur coats shown. 

Mr. Weisberg last week said he 
has not yet made up his mind 
about continuing the program. 

Fein & Schwerin here is the 
agency. 


Three Clothing Groups 
to Study Ad, PR Program 


Three associations in the men’s 
clothing industry have raised $25,- 
000 for a study of an advertising 
and public relations program. 

Preliminary work on the pro- 
motion, which may eventually 


amount to $1,000,000 a year or 
more, will be handled by a newly 
formed, temporary organization, 
National Men’s and Boys’ Wear 
Committee. Its officers are: W. O. 
Swanson, Omaha retailer and 
member of the National Associa- 
tion of Retail Clothiers and Fur- 
nishers, president; Arthur Besse, 
National Association of Wool Man- 
ufacturers, treasurer, and Harry 
Coburn, Clothing Manufacturers 
Association of the U. S., secretary. 


WBAP-TV Gets Sponsors 
for Texas League Games 


West Texas Appliance Co., Fort 
Worth, and Southwestern Co., Dal- 
las, Philco distributors, are spon- 
soring WBAP-TV’s coverage of 
the Texas League baseball games 
this season. James McBride Ad- 


vertising Agency, Fort Worth, 
handles both companies’ adver- 
tising. 

The sponsored series. started 


April 17 and will continue through 
June 26. 


Florez Joins with Brigdens 

Florez, Inc., Detroit, promotional 
and training specialist, has be- 
come affiliated with Brigdens Ltd., 
Toronto, to serve the Canadian 
branches of its American clients. 
Brigdens has complete facilities 
for the production of art, photo- 
graphy, engraving, printing and 
lithography. 


2 GEARED 
1 TO 


THE 
TIMES 


The Reporter 


u fortnightly of facts and ideas 


Birth of a new magazine is always inter- 
esting to advertising men. We believe this 
unusual magazine merits unusual attention. 


1. The Reporter makes you no promises. No 
pledges. No guarantees. Not until six 
months from now—when we know exactly 
what we've got—will we include adver- 


tising pages. 


2. The Reporter is well financed and is here 


to stay. 


3. The Reporter is the first political maga- 
zine since World War II. A new magazine 
for a new era, it fills an important need in 
American journalism. 


4. The Reporter is a new é/nd of publica- 
tion. It presents—not news as such—but 


the facts that make the news. It is not a 
magazine of opinion, but of ideas. 


5. The Reporter will measure the pulse of 
reader opinion through unprecedented 
reader participation. Questionnaires on 
important subjects will be bound right in 


the magazine. 


6. The Reporter will concern itself with na- 


tional and world affairs that vitally affect 


us all...including advertising men. (This 


is a Magazine you'll want to read yourself. 
Write for a copy. 220 East 42nd Street, 


New York 17.) 


Distribution started on better newsstands April 19th. Watch 
it. We'll keep you informed of its progress through the trade 


press. 


And the day will come when we'll actively seek advertising 
contracts for our magazine. On that day—depend upon it— 
we'll have a lot to offer many advertisers. 


The Reporter. . for the facts and ideas that make the news 
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Arthur Murray 
Finds Full-Page 


Ads Economical 


Dance Studio Head 
Signs for Video Films 
with David Selznick 


By PATRICIA RYDEN 
New York—‘“We will use noth- 
ing but full-page ads when we run 
big space and one-inch reminder 
spots in newspapers every day,” 


Arthur Murray, head of the na- 
tionwide Murray dance _ studios, 
told AA last week. After experi- 
menting in national magazines and 
using third and half-page and 
other smaller ads over the years, 
Mr. Murray has found full-page 
ads do the best job for him. 
“When I ran my mail order 
dance course I spent $150,000 a 
year on advertising. I'd get one 
third as many replies from a third- 
page ad as I did from a full-page 
ad. Now it’s changed,” he said. 
Whether advertising in a maga- 
zine, or a newspaper, Mr. Murray 
has found that the cost per in- 
quiry on a full-page ad is now 
less than it is on fractional space., 
In one case a full page puiled in- 


eet 


a for ssa ‘py 7 


+ photo engraving 


“a 


Cg a oe 


quiries at one-sixth the cost of 
smaller space. 


a A full-page Arthur Murray ad 
in the New York Times Magazine 
last fall, which cost $1,861.13, 
pulled 818 replies. A half-page run 
a few weeks earlier in the same 
magazine, costing $863, brought 
in 135 replies. The cost per in- 
quiry of the full-page ad was $2.27 
compared with $6.50 per inquiry 
for the half-page, Mr Murray 
pointed out. 

Murray ran a full page in the 
West Coast edition of The Ameri- 
can Weekly and found the cost per 
inquiry was one-sixth of the cost 
per inquiry of a two-fifths page 
ad run in the same magazine. 
Again he discovered that a two- 
thirds page ad in Cosmopolitan 
last fall cost $8.50 per inquiry com- 
pared with $2 per inquiry for a 
full page run in the same publi- 
cation later. 


sw Although he has no explanation 
for this comparison, Mr. Murray 
likes the results well enough to 


FULL-PAGE AD—This is one of the new 

full-page newspaper ads Arthur Murray 

studios will run in 176 cities throughout 

the country. Ruthrauff & Ryan, New 
York, is the agency. 


plan his future advertising around 
full-page ads in newspapers in the 
176 cities where there are Murray 
dance studios. Last fall a budget 
of $300,000 was appropriated for 
national magazine advertising. Ads 


What...why...who...where! 


Watch that last step! 


When your ad makes your prospect want your 
product, isn’t it a good idea to tell hm WHERE 


to buy it? 


That’s where Trade Mark Service comes 
in. That means your trade-mark or brand 
name is displayed in the ‘yellow pages’ of the 
telephone directory over a list of your local 
dealers. You can have this service across the 


nation... or in specific localities. 


Then your advertising can carry a statement 


like this: 


“*Y ou’ll find our dealers listed in the ‘yellow 


pages’ of your telephone directory.” 


Certainly your dealers will appreciate this 


sales help. It can 


more sales for them... 
and, naturally, for you. 


mean 


— 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA, 


Advertising Age, April 25, 1 i9 
ran for four months and then w , 
discontinued because about 49 


Murray franchises dropped | ut 
and refused to contribute th ‘iy 
share of the advertising costs. 

The entire Murray operat on 
grosses about $20,000,000 annu: |ly 
and spends $3,000,000 on ad »r-. 
tising. Mr. Murray owns the DP »y 
York City studio and is planr ng 
to build a $1,000,000 building on 
Lincoln Road in Miami Be: »h, 
which he will also run himself 

Arthur Murray, and his ager cy, 
Ruthrauff & Ryan, New Yvrk. 
write and prepare all the sz 
which are sent to the branc! es 
The franchises are now receiving 
the full-page ads, in addition to 
the 1” reminder ads, which \r 
Murray writes himself. He also 
originates most of the themes of 
the large ads. 


es This winter Arthur Murray 
started running full-page ads in 
six cities, paying half the cost him- 
self. So far, full-page ads have 
run in New York in the News, Sun, 
Times and World-Telegram. Mr 
Murray tests the ads’ pulling 
power by including a coupon in 
his ads offering a free trial lesson 
and dance book. 

Murray started to teach danc- 
ing more than 25 years ago by 
mail. His first full-page ad in a 
magazine said, “How I Became 
Popular Overnight.’”’ Murray ads 
still follow the initial theme. One 
of the latest starts off, ‘‘Here’s How 
to Trade Your Timidity for a New 
Personality.” 

In 1923 he moved his mail order 
business from Atlanta to New 
York. Personal instruction was in 
demand and he devoted his time 
to training instructors. It is re- 
ported that the only time recently 
when Mr. Murray himself con- 
sented to give private lessons was 
at the request of heiress Eleano! 
Hutton, who paid $5,000 for the 
course. Murray pupils have in- 
cluded at one time or another the 
Duke of Windsor, Eleanor Roose- 
velt, Bing Crosby, Katharine Hep- 
burn and many other celebrities. 

The 176 Murray studios employ 
about 5,000 teachers, who, during 
the past ten years, have taught 
5,000,000 pupils to trip the light 
fantastic. 


es Arthur Murray is now looking 
forward to teaching dancing via 
television. He has signed a con- 
tract with David O. Selznick, who 
has established his own television 
company, and will start making 
films next fall for sponsorship on 
television. Mr. Murray told AA 
he has been approached several 
times by potential sponsors to do 
a weekly video show. 


Lasser and Rubel & Fields 
Form New Affiliation 


The accounting firms of J K 
Lasser & Co., New York, ind 
Rubel & Fields, Chicago, | ave 
established a new affiliation u :der 
which each will represent the 
other in its headquarter’s city. The 
two firms will maintain their s:p@- 
rate identities, but J. K. Le sset 
& Co. will open a Chicago < 
in the quarters of Rubel & F |ds, 
with Ira Rubel as resident | iI 
ner; Rubel & Fields will op : 4 
New York office in the L 
offices with J. K. Lasser as 
dent partner. Lasser activitic 1 
Chicago will be confined t« 
magazine, book and printins 
dustries, and Rubel & Fields °* 
tivities in New York will be 
fined to advertising agencies. 

J. K. Lasser & Co. is an 
standing financial and tax au’ 
ity in the publishing and pri 
business, and Rubel & Fiel * 
an equally outstanding aut! 
on advertising agency oper ° 
and accounting systems. 


McGarvey Appoints Couc. 


R. R. Couch, formerly north &s! 
district manager of Butternut 
fee Co., has been named ge! % 
sales and promotion manage 
peated Coffee Co., Minne: - 
is. 
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*°0C advertising and labeling tra- 
“Uc ally use endorsements and 


‘Ne tatement says. 


oluntary Ad 
ode Is Okayed 
by Wine Group 


WASHINGTON—The Wine Con- 
rerence of America has _ given 
inal approval to a “voluntary 
tatement of principles” outlining 
ethical, traditional and construc- 
ive advertising practices.” 

Endorsed by 19 major producing 
nd importing associations, the 
statement” is the outgrowth of 
10 months of discussions initiated 
last July by the Treasury’s Alco- 
nol Tax Unit, following Senate 
ear. ngs on legislation outlawing 
|| advertising for alcoholic bever- 
wes. The statement is now being 
mailed to wine firms and to adver- 
‘ising agencies. 

Of the three alcoholic beverage 
broups approached by the Treas- 
ury last July—wine, distilled spir- 
ts and beer—only the wine group 
responded to the call for increased 
industry control of advertising 
tandards. 


o The beer group refused to dis- 
uss an advertising code. Members 
f the Distilled Spirits Institute 


held that existing restriction ob- 
wera her 


mambhar anmnonins urne 


1949 


should avoid irritating the sensi- 
tivities of the normal consuming 
public.” 

Newspapers, magazines, radio, 
outdoor, television, signs, displays 
and other media customarily used 
by other industries are acceptable, 
but members are urged to avoid 
advertising in those portions of 
publications designed primarily for 
children, and to avoid the use of 
sound trucks and skywriting. 


Ferguson Appoints Stoup 


Curry W. Stoup, former account 
supervisor on Frigidaire and Delco 
Appliance divisions of General 
Motors at Foote, Cone & Belding, 
Chicago, has been appointed ad- 
vertising and sales promotion man- 
ager of Harry Ferguson, Inc., De- 
troit, tractor manufacturer. He held 
the same position with Ferguson 


from 1941 to 1944, when he left to|/the former name. E. 
join Foote, Cone & Belding. He| 


opened the Dayton branch of that 
agency, later moving to Chicago. 


Reeves Acquires Tele-Video 


Reeves Soundcraft Corp., New 
York, has acquired control of Tele- 
Video Corp., manufacturer of Pic- 
turecraft television receiving sets 
which will project a television pic- 
ture of any size up to 7’ by 9’, and 
Tele-Video receivers, which are 
distributed exclusively by Telecoin 
Corp., New York. Included in the 
acquisition is Bace Television 
Corp., Hackensack, N. J., which 
makes a 15” tube receiver designed 
with a remote control capable of 
tuning a series of screens from the 
same control. Airdesign, Inc., man- 
ufacturer of complex electronic 
items, also is included in the deal. 


Nursing Papers Merged 


Trained Nurse and Hospital Re- 
view, New York, has acquired In- 
dustrial Nursing, Chicago, and will 
publish the merged journals under 
P. Voss, 55 
E. Washington St., Chicago, has 
been named m‘dwest representa- 


|tive for Triined Nurse. 


Gets Beer-Shampoo Account 

Kalech Co., Chicago, has been| Leo Cox, formerly vice-presi- 
named exclusive sales and mer-|dent and managing director of 
chandising representative for|the eastern division of Walsh Ad- 
Beer-Shampoo, a new shampoo| vertising, Inc., and James Collyer, 
made by Frank A. Weaner & Co.,| formerly with J. J. Gibbons Ltd., 
Chicago, which is being intro-| have been named account execu- 
duced in a Columbus, O., test (AA, | tives of James Lovick & Co., Mon- 
March 28). treal. 
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3ut good advertising and label- 
ing do not associate wine or its 
se with days set aside to com- 
emorate occasions of deep mem- 
rial significance such as Memorial 
lay and Armistice Day. 

Wine ads and labels may depict 
roper and moderate use of wine 
n all family occasions, including 
hose when children are incident- 
y present. But there must be no 


Ctorial representation of con- 
iption by children, or by Santa 
aus and other characters ap- 
pealing primarily to children. 
Wine may be associated with 


riendly and recreational activi- 
es, but not so as to suggest that 
‘is used “by athletes as such,” or 
it the use of wine “aids athletic 
rowess.” 


According to the statement, 
advertising and labeling” 
ne traditionally include illu- 
ral ons of the use of wine by the 
en bers of both sexes but not 
‘y exploitation of the human 
“in an immodest, vulgar or 
US Manner.” 
id advertising and labeling do 
‘ot \ssociate revered persons of 
45! ¢ prominence, living or dead, 
the brand or products of any 
iny in such a manner as to 
use or endorsement, and 


onials only from _ persons 
10 have had actual experience 
\ ing or serving the product, 


‘Cood advertising includes util- 
7ati n of all types of media,” the 


100 


‘ate nent holds, “but the choice 


CHICAGO 11, ILLINOIS 
6 


» Circulation of 
Salt Lake Tribune 


and 


Telegram 


is ata 


lew High 


125,400 Daily; 124,146 Sunday 
(Publisher's Statement, March 31, 1949) 


Che Salt Lake Cribune-Celegram 


Represented Nationally by 
O’Mara & Ormsbee, Inc. and Metropolitan Sunday Newspapers, Inc. 
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Arthur Murray 
Finds Full-Page 


Ads Economical 


Dance Studio Head 
Signs for Video Films 
with David Selznick 


By Patricia RYDEN 


New York—“We will use noth- 
ing but full-page ads when we run 
big space and one-inch reminder 
spots in newspapers every day,” 


Arthur Murray, head of the na- 
tionwide Murray dance _ studios, 
told AA last week. After experi- 
menting in national magazines and 
using third and half-page and 
other smaller ads over the years, 
Mr. Murray has found full-page 
ads do the best job for him. 
“When I ran my mail order 
dance course I spent $150,000 a 
year on advertising. I’d get one 
third as many replies from a third- 
page ad as I did from a full-page 
ad. Now it’s changed,” he said. 
Whether advertising in a maga- 
zine, or a newspaper, Mr. Murray 
has found that the cost per in- 
quiry on a full-page ad is now 
less than it is on fractional space., 
In one case a full page puiled in- 


ocr 


aus 


oe E | NG. pete etetavnes 


Re 


quiries at one-sixth the cost of 
smaller space. 


e A full-page Arthur Murray ad 
in the New York Times Magazine 
last fall, which cost $1,861.13, 
pulled 818 replies. A half-page run 
a few weeks earlier in the same 
magazine, costing $863, brought 
in 135 replies. The cost per in- 
quiry of the full-page ad was $2.27 
compared with $6.50 per inquiry 
for the half-page, Mr Murray 
pointed out. 

Murray ran a full page in the 
West Coast edition of The Ameri- 
can Weekly and found the cost per 
inquiry was one-sixth of the cost 
per inquiry of a two-fifths page 
ad run in the same magazine. 
Again he discovered that a two- 
thirds page ad in Cosmopolitan 
last fall cost $8.50 per inquiry com- 
pared with $2 per inquiry for a 
full page run in the same publi- 
cation later. 


ws Although he has no explanation 
for, this comparison, Mr. Murray 
likes the results well enough to 


FULL-PAGE AD—This is one of the new 

full-page newspaper ads Arthur Murray 

studios will run in 176 cities throughout 

the country. Ruthrauvff & Ryan, New 
York, is the agency. 


plan his future advertising around 
full-page ads in newspapers in the 
176 cities where there are Murray 
dance studios. Last fall a budget 
of $300,000 was appropriated for 
national magazine advertising. Ads 


What...why...who...whors! 


Advertising Age, April 25, 1 


ran for four months and then w 
discontinued because about 
Murray franchises dropped 
and refused to contribute th :iy 
share of the advertising costs. 

The entire Murray operat 
grosses about $20,000,000 annu 
and spends $3,000,000 on ad.» 
tising. Mr. Murray owns the } e 
York City studio and is planr 
to build a $1,000,000 building 
Lincoln Road in Miami Be: < 
which he will also run himself 

Arthur Murray, and his age: cy. 
Ruthrauff & Ryan, New Y 
write and prepare all the 
which are sent to the branc).es 
The franchises are now recei\ 
the full-page ads, in additior 
the 1” reminder ads, which 
Murray writes himself. He also 
originates most of the themes of 
the large ads. 


e This winter Arthur Murray 
started running full-page ads in 
six cities, paying half the cost him- 
self. So far, full-page ads have 
run in New York in the News, Sun 
Times and World-Telegram. Mr 
Murray tests the ads’ pulling 
power by including a coupon in 
his ads offering a free trial lesson 
and dance book. 

Murray started to teach danc- 
ing more than 25 years ago by 
mail. His first full-page ad in a 
magazine said, “How I Became 
Popular Overnight.” Murray ads 
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BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 


Watch that last step! 


When your ad makes your prospect want your é 
product, isn’t it a good idea to tell him WHERE 


to buy itP 

That’s where Trade Mark Service comes 
in. That means your trade-mark or brand 
name is displayed in the ‘yellow pages’ of the 
telephone directory over a list of your local 


dealers. You can have this service across the 


nation... or in specific localities. 


Then your advertising can carry a statement 


like this: 


“*Y ou’ll find our dealers listed in the ‘yellow 


pages’ of your telephone directory.” 


Certainly your dealers will appreciate this 


sales help. It can 


americks © 
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more sales for them... 
and, naturally, for you. 
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FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA. 


television. He has signed a con- 
tract with David O. Selznick, who 
has established his own television 
company, and will start making 
films next fall for sponsorship on 
television. Mr. Murray told AA 
he has been approached several 
times by potential sponsors to do 
a weekly video show. 


Lasser and Rubel & Fields 
Form New Affiliation 


The accounting firms of J K 
Lasser & Co., New York, and 
Rubel & Fields, Chicago, 
established a new affiliation u: 
which each will represent 
other in its headquarter’s city. ° 
two firms will maintain their s° 
rate identities, but J. K. Li sse 
& Co. will open a Chicago < 
in the quarters of Rubel & F 
with Ira Rubel as resident 
ner; Rubel & Fields will op 
New York office in the L ssé! 
offices with J. K. Lasser as 
dent partner. Lasser activitii 1 
Chicago will be confined t 
magazine, book and printin; 
dustries, and Rubel & Field: a 
tivities in New York will be 2" 
fined to advertising agencies 

J. K. Lasser & Co. is an ut 
standing financial and tax au 0 
ity in the publishing and pri 
business, and Rubel & Fiel * 
an equally outstanding aut! 
on advertising agency ope! 
and accounting systems. 


McGarvey Appoints Couc 


R. R. Couch, formerly nortl 
district manager of Butternut 
fee Co., has been named ge! ! 
sales and promotion manage °® 
aad Coffee Co., Minne 
is. 
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oluntary Ad 
ode Is Okayed 
by Wine Group 


WASHINGTON—The Wine Con- 
erence of America has given 
approval to a “voluntary 


Ina 


tatement of principles” outlining 


‘ethical, traditional and construc- 
ive advertising practices.” 

Endorsed by 19 major producing 
nd importing associations, the 
statement” is the outgrowth of 
1) months of discussions initiated 
ast July by the Treasury’s Alco- 
hol Tax Unit, following Senate 
vear._ngs on legislation outlawing 
i] advertising for alcoholic bever- 
ges. The statement is now being 
nailed to wine firms and to adver- 
ising agencies. 

Of the three alcoholic beverage 
syoups approached by the Treas- 
iry last July—wine, distilled spir- 
ts and beer—only the wine group 
esponded to the call for increased 
ndustry control of advertising 
tandards. 


The beer group refused to dis- 
uss an advertising code. Members 
ff the Distilled Spirits Institute 
eld that existing restriction ob- 
rved by member companies was 
lequate. They claimed that “of- 
ensive” advertising discussed at 
earings of the Senate interstate 
commerce cOmmittee last spring 
was placed by non-member com- 
anies. 

The preamble to the wine “state- 
ent” contains a declaration of 
he industry’s right to advertise 
ind promote wine and its uses 
‘along traditional, ethical lines.” 
Good advertising and labeling 
end to promote “proper and tem- 
erate use,” the statement says. 
Good advertising and labeling in- 
lude references, in good taste, to 
he generally accepted use of wine 
tneighborly and friendly gather- 
gs, restaurant dining, weddings, 
nd anniversaries, and at festivi- 
and celebrations such 
hanksgiving, Christmas, Easter, 
he New Year, Father’s Day and 
ndependence Day.” 


l€S 


But good advertising and label- 
ng do not associate wine or its 
ise With days set aside to com- 
emorate occasions of deep mem- 
rial significance such as Memorial 
fay and Armistice Day. 

Wine ads and labels may depict 
roper and moderate use of wine 
n all family occasions, including 
when children are incident- 
ly present. But there must be no 


NOSE 


Ctorial representation of con- 
mption by children, or by Santa 
laus and other characters ap- 
ealing primarily to children. 

Wine may be associated with 


nendly and recreational activi- 
és,” but not so as to suggest that 
‘is used “by athletes as such,” or 
at the use of wine “aids athletic 
rowess.” 


According to the statement, 
advertising and labeling” 
W ne traditionally include illu- 
ral ons of the use of wine by the 
fr oers of both sexes but not 
Ny exploitation of the human 
“in an immodest, vulgar or 
US Manner.” 

Gc od advertising and labeling do 
ssociate revered persons of 
4D: © prominence, living or dead, 


“ith the brand or products of any 


°M! any in such a manner as to 
np use or endorsement, and 
advertising and labeling tra- 


“Uc ally use endorsements and 


onials only from _ persons 


/ have had actual experience 
ing or serving the product, 

fe tatement says. 

“Cood advertising includes util- 
an of all types of media,” the 


as 


+ 
‘ 


nent holds, “but the choice 


should avoid irritating the sensi- 
tivities of the normal consuming 
public.” 

Newspapers, magazines, radio, 
outdoor, television, signs, displays 
and other media customarily used 
by other industries are acceptable, 
but members are urged to avoid 
advertising in those portions of 
publications designed primarily for 
children, and to avoid the use of 
sound trucks and skywriting. 


Ferguson Appoints Stoup 


Curry W. Stoup, former account 
supervisor on Frigidaire and Delco 
Appliance divisions of General 
Motors at Foote, Cone & Belding, 
Chicago, has been appointed ad- 
vertising and sales promotion man- 
ager of Harry Ferguson, Inc., De- 


troit, tractor manufacturer. He held 


the same position with Ferguson 
from 1941 to 1944, when he left to 
join Foote, Cone & Belding. He 
opened the Dayton branch of that 
agency, later moving to Chicago. 


Reeves Acquires Tele-Video 


Reeves Soundcraft Corp., New 
York, has acquired control of Tele- 
Video Corp., manufacturer of Pic- 
turecraft television receiving sets 
which will project a television pic- 
ture of any size up to 7’ by 9’, and 
Tele-Video receivers, which are 
distributed exclusively by Telecoin 
Corp., New York. Included in the 
acquisition is Bace Television 
Corp., Hackensack, N. J., which 
makes a 15” tube receiver designed 
with a remote control capable of 
tuning a series of screens from the 
same control. Airdesign, Inc., man- 
ufacturer of complex electronic 
items, also is included in the deal. 


Nursing Papers Merged 


Trained Nurse and Hospital Re- 
view, New York, has acquired In- 
dustrial Nursing, Chicago, and will 
publish the merged journals under 
the former name. E. P. Voss, 55 
E. Washington St., Chicago, has 
been named m’dwest representa- 


|tive for Triined Nurse. 


Gets Beer-Shampoo Account 

Kalech Co., Chicago, has been 
named exclusive sales and 
chandising representative 
Beer-Shampoo, a new shampoo 
made by Frank A. Weaner & Co., 
Chicago, which is being intro- 
duced in a Columbus, O., test (AA, 
March 28). 


mer- | 
for} 


Lovick Names Two 

Leo Cox, formerly vice-presi- 
dent and managing director of 
the eastern division of Walsh Ad- 
vertising, Inc., and James Collyer, 
formerly with J. J. Gibbons Ltd., 
have been named account execu- 
tives of James Lovick & Co., Mon- 
treal. 
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_ Tell us about yours” 
offer and we will 
recommend suit- 
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able lists. “Ge. 
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Che Salt Lake Crilune-Celegram 


O’Mara & Ormsbee, Inc. and Metropolitan Sunday Newspapers, Inc. 
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The Circulation of 
The Salt Lake Tribune 


and 


Salt Lake 


Telegram 


is ata 


New High 


125,400 Daily; 124,146 Sunday 
(Publisher's Statement, March 31, 1949) 


Represented Nationally by 


‘ 


More Than () OL fami 


in the Salt Lake City ABC City Zone 
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Agencies Admit Flaws 
in Serving Clients 


Advertisers Remiss Too, 
Executives Insist in 


AA Follow-up Survey 
By Joun B. MILLER 
Cuicaco—There is plenty of 


room for improvement in the ad- 
vertiser-agency setup and the 
agencies themselves are frank to 
admit that all of the trouble isn’t 
started in the other fellow’s back 
yard. 

They admit their shortcomings, 
as well as voice their justifiable 
gripes, in answers to a confiden- 
tial survey of agency presidents 
and operating heads throughout 
the country. ADVERTISING AGE sent 
them a reprint of its series on 
“How to Pick an Advertising 
Agency,” which presented the ad- 
vertiser’s viewpoint, and asked for 
their comments on a number of 
questions involving the loss of ac- 
counts, causes of advertiser-agency 


friction, their experiences with 
presentations, their views on 
“good” and “unsatisfactory” ac- 


counts, and how agency-client re- 
lationships may be improved. 


ws Of the 150 agency heads asked 
to cooperate, 45 returned detailed 
questionnaire forms. This group 
represents large, medium and small 
agencies and all sections of the 
country, with replies from 16 
states. One agency owner, admit- 
ting that “you must have touched 
a sensitive nerve,” couldn’t con- 
fine his answers to the four-page 
survey form; he wrote a nine-page, 
single-spaced letter outlining his 
hard-headed—and successful— 
agency policies and beliefs. 

The agency executives were 
asked, at the outset, to say what 
they believe, based on their own 
experience, to be the three princi- 
pal reasons why agencies lose ac- 
counts. As might be expected, there 
was little unanimity on all three 
reasons, but here are the top ten, 
listed in the order of most frequent 
mentions: 

1. Changes in client or agency 
personnel, or both. 

2. Inadequate service, as well as 
misunderstandings over the scope 
of services. 

3. Lack of contact, and loss of in- 


terest by either advertiser or 
agency, or both. 

4. Personality clashes. 

5. Blaming advertising for sales 
slumps. 

6. Disputes over costs and fees. 

7. “Greener pasture” hopes of 
clients. 

8. Competition from other agen- 
cies. 

9. Agency failure to contribute 
to management thinking. 

10. Failure to understand mana- 


gement’s product and problems. 


ws Loss of accounts because of 
changes in the top management or 
other personnel of clients was 
cited by 21 of the agency respon- 
dents; six mentioned changes by 
both chent and agency, and four 
others listed changes within the 
agency structure. 

One agency executive termed 
this type of account loss “political 
skullduggery,” adding: “A new 
advertising manager arrives on the 
scene, bringing his favorites with 
him.” Another commented: “Per- 
sonalities change, and clash; new 
friends and new faces appear, both 
at the agency and client.” One 
mentioned the “switching of ac- 
count executives who get control 
of accounts through social and 
other activities.” Another ex- 
plained: “The last three accounts 
we lost were due to new manage- 
ment buying the clients’ busi- 
nesses.” 

Other reasons listed in this gen- 
eral category included: ‘‘Mergers 
with other companies or discon- 
tinuance of advertised lines”; 
“client’s business is sold, or man- 
agement changed”; and “change in 
industry’s or advertiser’s policies 
and/or merchandising require- 
ments.” 


a Ten of the agency respondents 
said accounts are lost because the 
agency is not giving the best ser- 
vice it can, is providing inade- 
quate or downright “poor” ser- 
vice. Two said the fault lies in not 
living up to promises and fulfil- 
ling the client’s hopes, and another 
cited the inability of the agency 
to give the kind of service that the 
client should have. 

In another case, said an agency 


- 


the air.. 


Dear Irate: 


Don't blame your wife. 


CORESPONDENT My wife used to darn my socks, 


do the laundry, clean up the house and have dinner ready on time. 
She was a real helpmate. Now she just sits and listens to KXOK 
all day long. Either KXOK goes off the air, or I’m giving my wife 
. naming KXOK as corespondent. 


Hundreds of thousands of women are in 
love with our daytime programming. 
listening index has increased three years in a row. Any John Blair 
representative will make a good witness for you. 


Irate Husband 


KXOK’s daytime Hooper 


KXOK, St. Louis 


630 on your dial 


as a sequel to the recently 


agency. 


improve their relationships. 


Why Agencies Lose Accounts 
—and Drop Some Others 


This is the first of a series of four articles reviewing the 
advertiser-agency relationship from the agency standpoint, 


viewpoints of more than 100 companies. 

The 45 agency presidents or operating heads who co- 
operated in this confidential study tell why, based on their 
own experiences, agencies lose accounts; what they con- 
sider the primary characteristics which make an account 
an “unsatisfactory” one to service, and what they believe 
to be the principal causes of friction between client and 


Subsequent articles in this follow-up series will detail 
agency views about advertisers’ choices of new agencies, 
“silver platter” accounts, their actual experiences with for- 
mal presentations, what they themselves would look for 
in new agencies, and what clients or agencies can do to 


completed series presenting 


spekesman, the agency starts off 
on the wrong foot by not defining 
its scope of service to top manage- 
ment, leading to eventual mis- 
understandings. Trouble starts, too, 
when basic objectives and controls 
aren’t established, because “clients 
get vaguely unhappy when they 
don’t have a clear picture of what 
they have a right to expect.” In the 
same way, the client may expect 
service “far beyond that justified 
by the agency’s income from the 
account.” 

The agency heads pull no 
punches when it comes to careless 
contact and apparent lack of in- 
terest on the agency’s part. One 
cited an agency tendency “to get 
sluggish after handling an account 
for a number of years, and conse- 
quently failure to lead the account 
in progressive merchandising.” An- 
other said: “Agencies get lazy on 
the job, and deserve to lose.” 
Thirteen of the agency executives 
mentioned contacts as a principal 
reason why accounts are lost, with 
two of them pointing out that a 
declining interest may be mani- 
fested by either agency or client, 
when the job becomes routine to 
one or both of them. 


@ Personality clashes and client- 
agency incompatibility were listed 
by 11 of the agency spokesmen. 
One commented that conflicting 
personalities are brought about by 
a lack of give and take between 
agency and advertiser, and that 
“too many advertisers like ‘yes 
men.’”’ Personal clashes between 
client and agency executives, said 
another respondent, are usually 
over ideas, not service. 

Two of the agency heads ad- 
mitted frankly that accounts are 
lost because agencies fail to, or are 
unable to, think from the sales 
angle, with all its ramifications, in- 
stead of just the advertising angle. 
Two others cited sales declines, 
with one pointing out that often 
times such a trend is beyond the 
control of either agency or client. 
Comments like the following, how- 
ever, reveal how some advertisers 
sidestep the blame for poor sales 
results: “Client’s business is not 
well managed and advertising gets 
the blame”; “Placing blame on ad- 
vertising to relieve pressure on 
sales department when sales are 
slipping”; ‘‘Business decline blamed 
on agency copy,” and “Falling off 
in client’s business and ‘clean 
house’ psychology.” 

Production costs are “a major 
difficulty in today’s inflated mar- 
ket even with the most faithful ac- 
counts,” one agency executive 
wrote ADVERTISING AGE. Five others 
mentioned costs, charges and fees, 
or a client’s desire to get lower 
rates. When the advertiser doesn’t 
understand mechanical processes 
used, he is likely to complain con- 
cerning preparation costs; and, 
whether he understands or not, he 
may be reluctant to pay an in- 


creased guaranteed monthly ser- 
vice fee. 


@ Eight of the agency principals 
listed such factors as an “honest 
belief on the part of the client that 
he can get better service else- 
where” and “a feeling that fresh 
merchandising and copy ideas are 
sprouting in greener pastures.” 
One, however, called it the “cli- 
ent’s disposition to pursue will-o’- 
the-wisps, to lend an ear to every 
solicitation claiming some magic 
advertising or merchandising 
formula.” In another case, the cli- 
ent gradually comes to feel that 
the agency has “depleted its cre- 
ative strength” for a particular 
client or product. 

Agencies lose accounts, too, be- 
cause new business departments 
of their competitors search con- 
stantly for likely prospects. Four 
of the respondents paid tribute to 
the “aggressive” and “intelligent” 
solicitation of accounts by rivals; 
but two others were far less com- 
plimentary. They wrote: “Compe- 
tition, sometimes fair and up-and- 
up, other times baloney and ma- 
licious,” and “Undermining confi- 
dence and good will, and excessive 
entertaining by soliciting agen- 
cies.” 

One agency spokesman insisted 
that there is only one main reason 
why agencies lose accounts: “Fail- 
ure to assume the high moral ob- 
ligation to efficiently and consist- 
tently advise clients to the best 
of their abilities.” Three others 
cited agency failure to think in 
broad terms of the client’s best 


interests, to identify itself with 
and contribute to management 
thinking. In addition, another 


cautioned, the agency must real- 
ize the importance of keeping “all 
influential factors” sold on the pro- 
gram. 


ws Four of the respondents men- 
tioned limited knowledge of the 
advertiser’s problems, failure to 
give proper study to his product, 
and lack of “merchandising-of-ad- 
vertising” follow-through. Other 
stumbling stones are lack of ex- 
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perience in a particular field ing 
getting accounts that are not ‘; 
character” with the agen , 
method of operation. 

In addition, here are some of th» 
“one-of-a-kind” reasons listed | 
the agency executives: 

Too many advertising “expe :ts 
on manufacturer’s staff. 

Client desire to “favor a frie id 

Belief that company needs a ig. 
ger or smaller agency. 

Advertising manager or so ne. 
body trying to hold his job by 
making changes. 

Weak advertising manager: o; 
departments. 

Lack of confidence in one ap. 
other. 

Behind-the-scenes influence 

Insufficient capital. 

Product doesn’t justify its ad. 
vertising claims. 

Disagreement over policy. 

Lack of real creative ability 

Agency offering something fo; 
nothing. © 

Client incompetent to judg 
what he is getting from his adver. 
tising, unwilling to back it suf- 
ficiently. 

Rival agency account executive 
marries into client’s family. 


ws Irrespective of the loss of ac- 
counts, these agency executives 
were asked to explain what the) 
consider the three most general 
characteristics which make an ac- 
count an “unsatisfactory” one t 
handle. As with the previous ques- 
tion, their answers varied con- 
siderably, but here again are the 
top ten factors that make for an 
unhappy connection: 

1. Poor management, and 
tendant corporate ailments. 

2. Penny-pinching clients, and 
disproportionate demands. 

3. Know-it-all clients who refuse 
cooperation. 

4. Vacillating policies. 

5. Financial instability. 

6. Inadequate, inexperienced ad- 
vertising personnel. 

7. Personality troubles. 

8. Lack of faith in advertising. 

9. Lagging interest. 

10. Chiseling on bills. 


at- 


@ Agencies’ complaints agains! 
management run a complete gamut; 
they range from narrowness of vi- 
sion and lack of aggressiveness t 
contradictory thinking, evasiveness 
and secretiveness. Twenty-seven 0! 
the agency executives filed charges 
under this general category, ac- 
cusing clients of wasting time on 
details; slowness in making de- 
cisions; fear of new ideas and fresh 
thinking; failing to delegate au- 
thority; failing to follow through 
with over-all merchandising p!..ns, 
blocking out the agency from °0n- 
tact with members of the manige- 
ment group; lack of coopers‘ion 
between the advertising dep:rt- 
ment and other units within the 
company, etc. 

“The client wants to operate 0! 
hand-to-mouth decisions, r: 
than a long-range policy basis, 
was one complaint. Another as 
“Failure to provide sufficient 
to create satisfactory campaign; ™ 
other words, lack of sufficient ‘0 
ward thinking.” Still ano’ ier 


HOME & HOBBY KIT 


with interchangeable tool 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel... handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Mandles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD 


PRESSED STEEL C 


JENKINTOWN, PA. Box 10 
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Causes of Client-Agency Friction 


Here are the principal causes of friction between client and 

gency, as viewed by the 45 agency executives who cooperated 

n the ADVERTISING AGE survey. A score of other causes were 

) one-of-a-kind” trouble spots, which are detailed in the accom- 
anying article. 


12 listed production charges. 
12 said personality clashes. 
11—Lack of understanding of what's expected of each, and 
of advertising agency functions, etc. 
10—Poor or inadequate contacts. 
7—Differences of opinion. 
6—Lack of cooperation. 
4—Unreasonable service demands. 
3—Lack of confidence. 
3—Poor agency service. 
3—Slow payments. 
3—Client insisting on own type of advertising. 
3—Personnel changes. 
2—Rush work, or failure to get the job done on time. 
2—Petty details, “carping smallness.” 
2—Suspicions. 
2—Client’s poor organization. 
2—Lack of respect for client. 
2—Too many client ad “experts.” 
2—Poor client sales. 


agency heads, with one saying 
merely: “Principal contact an 
s.o.b.” Others cited a “double 
cross” attitude by sales executives; 
inability to discuss plans without 
hurt feelings, “continual carping” 
about copy, art, costs, etc. 

Six of the respondents see 
trouble ahead, naturally, when 
there is a lack of executive belief 
in advertising, or a casual attitude 
about the use of advertising as a 
sales tool. Four others cited a lag- 
ging interest or laziness of the ac- 
count on follow through, and three 
protested client chiseling on com- 
missions and production charges. 


w Other factors which drew single 
mentions in the “unsatisfactory” 
list included: “Management thinks 
its product as good or better than 
competition, but it isn’t’; “Hires 
the agency for copy and layout, 
and then blames it for all mer- 
chandising and production ills”; 
“Too much importance attached to 
immediate response, inquiries, 
etc.”; “Lack of appreciation on cli- 


ent’s part for market and consumer 
research; many clients refuse to 
pay for this” and “Huckster at- 
titude of constantly making the 
agency fearful it is about to lose 
the account.” 

Although one agency chief ex- 
pressed the view that “there is 
amazingly little friction between 
clients and agency,” the others 
listed a wide variety of causes for 
lack of advertiser-agency harmony. 

At the top of the list of agency 
“mentions” are production charges 
and personality clashes, closely fol- 
lowed by lack of understanding, 
poor and inadequate contacts, dif- 
ferences of opinion and lack of co- 
operation. Frequency with which 
these trouble spots are mentioned, 
as well as others less frequently 
cited, is shown in the accompany- 
ing table. 


w One-of-a-kind frictions listed 
include these samples: “Agency 
feels that as client grows he may 
not be loyal”; “agency’s willing- 
ness to promise the impossible”; 
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“chiseling, either side”; “agency 
having to cover up for a weak ad- 
vertising manager or department”; 
“poor credit”; ‘outside influences”’; 
“underpaid advertising personnel”; 
“lack of agency’s ability to use cli- 
ent’s dollars as it would its own”; 
and “cocktail parties.”’ 


s Distrust of agency charges drew 
a special warning from one re- 
spondent who said: “Some clients 
can’t get over the idea that an 
agency is going to add every cost 
possible to its charges. Every 
agency should be extremely care- 
ful in the method of its charges. 
Many of the little charges that are 
necessary in production are not 
thoroughly understood by a great 
many clients. These little things 
often become the disturbing ele- 
ments between client and agency.” 

Another cited the client attitude 
that 15% is an elastic figure which 
should absorb unlimited amounts 
of service, research and special 
work, and that, after all, “They 
get 15%—let ’em earn it.” 


“Unwillingness to keep agency 
aware of important, intimate data 
that may be essential to planning.” 

Other respondents said that too 
many okays were required on 
plans, copy, etc., “with the result 
that everything is always need- 
lessly revised, making the agency 
late on every project”; and that 
they abhore “the piddler, the ac- 
count which just can’t talk to any- 
one but the top hat, even on the 
most perfunctory detail.” 


s The cost of agency service, and 
inreasonable elient demands, drew 
the attention of a score of respond- 
ents. Too often, they charged, the 
advertiser expects too much ser- 
vice for the amount of advertising 
included in the budget, or “be- 
grudges you a fair return on your 
effort.” Then there is frequent 
bickering over details of invoices; 
unwillingness to pay a fee where 
an account is too small to handle 
n a straight commission basis, 
and the client suspicion that the 
agency is out to “do” him, is in- 
terested only in the amount of 
money the advertiser spends. An 
inadequate budget may be spread 
too thinly. 

Sixteen of the agency principals 
listed the client who assumes he | 
knows everything about advertis- 
ing and lends the agency no co- 
operation, who may be so bull- 
headed that he insists his “personal 
whims and desires are invariably 
better than the agency’s group 
judgment.” Companies in this cate- 
gory may be directed by “the 
papa’s boy, or the ego which must 
be fed”; they may not know what 
advertising can and can’t do; they 
refuse to give the agency the nec- 
essary information or confide in 
it regarding the sales situation. 

“Too many cooks!” protested 
thrve of the 14 agency heads who 
listed constant changes in adver- 
Using policies as a thoroughly un- 
Satisfactory factor. These adver- 
Users adhere to no plan; there are | 
too many ideas—and upsets. 

Credit difficulties and slow pay- 
me: t of agency bills were named 
by en of the respondents. 


8 ‘i1adequate and inexperienced 
ber onnel drew the attention of 
hin respondents, one of whom 
Con mented that “a weak adver- 
lisi g manager or department cov- 
rs the waterfront. With a strong 
on everything clears up if you 
far deliver the goods.” Ad person- 
he. it was pointed out, may be 
UWnerpaid and may not have 
fn igh standing in the organiza- 
tio: ; may have too many other re- 
Spc isibilities, too little actual ad- Daily 
ver ising experience, and little or Sunday . 
ho uthority. The ad chief may be 
the weak, blocking “politician” or 
the inexperienced “tough guy.” 

F -rsonality clashes and incom- 
| Dility were mentioned by seven 
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to match 
our mountains 


CIRCULATION 


216,147 
349,956 


Roto, Comics, Roto Magazine 378,299 


A.B.C. Publisher’s Statement * Sept. 30, 1948 


lke Voice of the Racky Mountain Empire , 


PALMER HOYT EDITOR ond PUBLISHER 


DENVER P 
. 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, Inc 


2,000,000 OUT-OF-STATE VACATIONISTS 
$154,000,000 ADDITIONAL SALES 


Colorado's population will be swelled this summer by 2,000,000 people in a gay, spending 
mood. And while they're enjoying "the nation's roof garden," they'll buy $154,000,000 worth 
of goods and services. 
You'll want your share of this $154,000,000 of exfra summer sales. Its worth getting. That's 


why it's good business to increase your summer advertising in the most widely read selling 
medium in the Rocky Mountain Empire . . . THE DENVER POST. 
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Profit—It's Wonderful, 
Reader Discovers 

To the Editor: Considering it my 
duty as a citizen of our present- 
day democracy to stick my nose 
into other people’s business, I 
must comment on the Lambert ar- 
ticle on Page 6 of the April 4 is- 
sue of AA. 

Here, indeed, is the great new 
formula for business success. “Cut 
the advertising—make an extra 
profit—while sales go down.” 

By this arrangement next year, 
too, can show guaranteed profit. 
Simply double the cut on the 
advertising. 

Nor does the company need wor- 
ry about running out of advertis- 
ing funds to cut. When that money 
is all gone they no doubt can fire 
the help and turn their salaries 
into the profit column. That should 
take care of a few more years’ 
profits. 

And there’s still gold in the 
hills. They can always sell the 
machines, the plants, to send the 
shareholders fat dividend checks. 

Thanks for the tip. 

FRANK D. EwIna, 
Vice-President, The Fensholt 
Co., Chicago. 

aes 


Washington TV Set Owners 
Are in White Collar Class 


To the Editor: I was quite in- 


terested in Page 72 of last week’s 


This Sebartnant 3 is a seadier’ s Sorina. ‘Sain are y welonnes:. 


ADVERTISING AGE, discussing a tele- | 
vision survey in Chicago. In this | 
occurred the comment that the 
majority of television sets were in 
families whose head was a skilled 
craftsman—that television is a 
middle-class-and-lower commod- 
ity. 

I have also heard, in my oc- 
casional trips to New York, that 
the majority of television sets are 
being bought in the lower income 
areas. If this is true in New York 
and Chicago, your readers inter-- 
ested in the television set industry 
will be particularly interested in 
the findings of a survey made in 
metropolitan Washington by three 
of the four television stations here, 
which completely contradict the 
New York and Chicago findings. 

In Washington, 68% of the tele- 
vision sets are in families whose 
head is a professional man, exec- 
utive, or owner of his own bus- 
iness. An additional 17% come un- 
der the heading of clerical. That 
puts 85% of the sets in the white 
collar families. An additional 8% 
were classified as retired or unem- 
ployed (Washington has a large 
retired Army officer and retired 
government worker class) and the 
remaining 7% were families whose 
head was a craftsman or a laborer. 

A further analysis of the set 
owners showed that there were 
eight times as many sets owned in 
suburban Montgomery County in 


EVERY NEWSPAPER READER 


and at a rate 
that invites 
comparison 


TT / 
LOUISVILLE 


a metropolitan city area of over 500,000 


335,585 DAILY ® 


268,044 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


| Maryland as in Prince Georges 
County in Maryland, the point be- 
ing that Prince Georges is slightly 
larger in population, but Mont- 
gomery contains much better res- 
idential suburban areas. 

It would be interesting to know 
if surveys made in other cities 
will bear out the Washington find- 
ings, or will follow the New York- 
Chicago pattern. My own hunch is 
they will bear out the Washington 
findings, since Washington is com- 
posed of people from every county 
in the United States, while it is 
almost superfluous to point out 
that “New York is not America” 
and neither is Chicago. 

RAOUL BLUMBERG, 

Promotion Manager, The 

Washington Post, Washington, 

-_ 


While the preponderance of 
white collar families in Washing- 
ton would naturally affect occu- 
pational breakdowns, Mr. Blum- 
berg’s conclusions on financial 
ratings seem sound. A_ similar 
opinion was given to the Four A’s 
by Peter Langhoff, research di- 
rector of Young & Rubicam—AA, 
April 11. 

aan 


Life Insurance Fund is Big 
Backer of Heart Research 


To the Editor: This is a greatly 
belated endeavor to correct an im- 
pression which is given, I think, 
by your story of Jan. 10 (Page 34) 
on the Heart Association drive for 
$5,000,000. 

And though I am writing as a 
public relations representative of 
the Institute of Life Insurance, I 
believe that doesn’t invalidate the 
case for correction. 

The point is that your story gave 
the idea that, up to the time of the 
first Heart Association drive in 
early 1948, no large-scale fund 
had been devoted to heart research. 
The fact is that the Life Insurance 
Medical Research Fund, established 
in 1945, and supported by more 
than 100 life insurance companies, 
has granted more than $600,000 a 
year to research organizations and 
individual researchers for study of 
heart disease, and for training of 
medical researchers—a total of 
$2,400,000 plus. At the time of its 


establishment, this single fund 
raised the amount of money avail- 
able for heart research from 21¢ 
per death from heart disease to 
$1.20. 

Up to February, 1948, it was the 
only operating large-scale heart- 
research project, and it is still the 
largest—for though the Heart As- 
sociation plans a very great heart- 
research program, up to now its 
total allocation for that purpose is 
$250,000. 

The Life Insurance Medical Re- 
search Fund is conducted purely 
as a public service—and it has not 
gone out for much publicity. Nev- 
ertheless, its annual reports have 
received newspaper notice, and the 
facts I’ve stated above have been 
published and are easily ascertain- 
able with a minimum of investiga- 
tion. 

Yet ADVERTISING AGE is by no 
means the only magazine to present 
a “heart story” which ignores this 
important life insurance contribu- 
tion. Maxine Davis in Good House- 
keeping, Marguerite Clark in Mc- 
Call’s and a half dozen other sup- 
posedly authoritative medical writ- 
ers have published heart disease 
stories which completely excluded 
this fund. I think that’s a case 
of heart-failure that should re- 
ceive attention. 

Nor does it seem to me that due 
and fair credit to the Life Insur- 
ance Medical Research Fund for a 
fine going job would in the least 
detract from the still larger and 
more widely distributed efforts of 
the Heart Association to fight the 
greatest killer. 

The fund isn’t a rival of the 
Heart Association, but an experi- 
enced and hard-fighting ally. 

BERTON BRALEY, 

J. Walter Thompson Co., New 

York. 


Says Ayer Story Caught 
Agency's ‘True Spirit’ 

To the Editor: I have just read 
the article written by Lawrence 
M. Hughes on the occasion of the 
80th birthday of N. W. Ayer & 
Son, Inc. It is, in my opinion, 
a masterpiece of writing. 

It has been my happy privilege 


to have frequent contact with Ayer | 
personnel for about 15 years. My | 


Advertising Age, April 25, 1949 
an outstanding advertising age icy 
plays in our national life. ; 
More power to ADVERTISING \¢; 
and to N. W. Ayer & Son. 
HOWARD W. OMAN, 
U.S. News & World Report 
Philadelphia. 


Franklin Used as Model 
in Optical Co. Ad 

To the Editor: A difficult, 
extremely interesting art job was 
we believe, well handled by the 
artist who produced the attache 
advertisement for Queen Optica) 
Co., one of our clients. 

Photographs one, two, three ang 
four were posed by a live mod 


Ee 


and the artist, Floyd Berg, of Shaw 
& Berg Studios, then drew M: 
Franklin in the appropriate posi- 
tion in each instance. 

By all indications the ad was 
well read, when it appeared in the 
Cincinnati Enquirer’s rotogravure 
section on Sunday, March 20. 

LEONARD M. SIve, 

President, Sive & Rosenfield, 

Inc., Cincinnati. 

gee 


ABP Took No Stand on Equal 
Rate for Controlled Papers 
To the Editor: I notice that in 
your issue of March 28 there was 
an article on the postal rate in- 
crease matter in which you said 
“In its presentation, the Asso- 


father called on them long before | ciated Business Papers opposed an 


then. I believe Mr. 
caught the true spirit of the Ayer 
organization in his splendid article. 


Hughes has| 


equal rate for controlled circula- 
tion publications.” 


Please let me point out that 


This is a real contribution to a| while you quoted Mr. Lebhar cor- 


better understanding of the part 


rectly, and while Mr. Lebhar did 


If you’re interested in magnificent 
it’s the one at the 
right. She maintains her home and family 


performance, 


at one of the highest standards of living 


in the world. She 

hushani put home and family above all 
and together, they depend 
upon Better Homes & Gardens 

for ideas and information. 
find your story there when 

they're making up their minds? 


America’s First Service Magazine 


else, 


and her 


Do they 


‘flomes 


and Gardens 
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Ad ertising Age, April 25, 1949 
ap} ear at this meeting as one of | 
the spokesmen for the Associated 
Bu:iness Papers, the association | 
has not officially taken any posi-| 
tio). in this matter. 
The Associated Business Papers | 
jid not take any part in the testi- | 
mony last Friday morning (April | 
reported in AA April 4), when 
matter of equal rates for con- 
trolled circulation papers came up 
we the House committee. 

G. C. Buzsy, 

President, Automotive Divi- 
sion, Chilton Co., Philadelphia. | 
ges 


Dale Nichols Sees Art 
History Being Repeated 

To the Editor: ADVERTISING AGE | 
in its report of the controversy be- | 
tween the Art Directors Club of 
New York and the lithographers 
and point-of-purchase companies 
brings back to this writer’s mem- 
ory the type of criticism endured 
by the Society of Typographic Arts | 
in the early ’30s. 

At that time a group of younger 
men (I was younger at that time) 
decided that the modernist design- 
ers in printing should be encour- 
aged. I shall never forget the tur- 
bulent results. 

Up to the time of our decision 
the STA had been dominated by 
a stable group of tradition-loving 
men of printing who had concluded 
among themselves that every- 
thing pertaining to excellence in 
printing had been evolved; that 
nothing could be added; that all 
future men of printing must con- 
juct themselves as obedient child- 
ren. We were insolent upstarts. 
In fact, one editorial pointed a 
lean finger toward me as being a 
blind leader of the blind.” 

Now, in the “modern,” stream- 
lined pages of AA, I witness history 
repeating herself. 

On one hand, we have the Art 
Directors Club of New York, 
whose 28 annuals of advertising 
art, bound in book form, testify 
that advertising art can progress, 
has progressed and will continue 
to progress. 

On the other hand, we have the 
Point-of-Purchase Advertising In- 
stitute stating that “the main ob- 
ject of window displays is to sell 
merchandise at the point of pur- 
hase, generally tying up with a 
national campaign.” 

We hold no argument with that 
point. All advertising is designed 
to sell merchandise. The object 
and purpose of the Art Directors 
Club of New York is to encourage 
BETTER advertising art which is 
lesigned to sell merchandise. In 
other words, advertising has a dual 
purpose: (1) to sell merchandise 
While (2) assisting the cultural 
growth of our nation. 

! would rather not think that 
Mr. John M. Palmer, Ist vice- 
president of the Point-of-Purchase 
Advertising Institute, is one of 
ose persons unfortunate to ad- 
riising who contend that “ad- 
‘1 tising is a business; to hell with 
sterity.” 

Mr. Gurdon Simmons, manager 
of; romotion, Einson-Freeman Co., 
iS in error when he states an 
“a}parent discrimination against 
po. 1t-of-sale display art.’’ The Art 
Diectors Club of New York has 
he er been guilty of that type of 
Co) duct. 

can’t offer an opinion concern- 
inf the point-of-purchase art sub- 
mi ted to the club’s 28th Annual 
of Advertising and Editorial Art. 
Bi if Mr. Palmer and Mr. Sim- 
mos will review the past 28 years 
{ point-of-purchase art and ad- 
VE 
€ 


_ 


— 


th 
ve 
ve 
pe 


tising and printing art, they will 

old a clear picture of the situ- 

m. 

rom that dual purpose of ad- 
ve tising art, i.e., to sell and to 
f mote culture, printing art is 
in the lead, advertising peri- | 
‘al art is closely following, and | 
it-of-purchase art is lagging | 
lacking. | 
.s Mr. Palmer states, advertis- | 
in} art must always sell marchan- | 


dise. But if he suggests that the 
process stop at that point, then we 
should all be content with Jack 
Benny’s Maxwell. The main pur- 
pose of an automobile is to serve 
as transportation. Benny’s Max- 
well apparently does that impor- 
tant job very well. 
DALE NICHOLS, 
Tucson, Ariz. 


Old Timer Narrows It Down 


To the Editor: The writer may 
not be an “old-timer” in the ad- 
vertising business, only 29 years 
in it. After World War I, (1920 be- 
ing the exit from overseas service 
into same) I started to read ALL 
THE TRADE PAPERS pertaining to 
same. When ADVERTISING AGE came 
out I immediately became a sub- 
scriber. I have been one ever 
since. 

When World War II came along 
I endeavored to get your publica- 


tion sent overseas to me (being a 
retread officer), but without suc- 
cess. Now that I have returned to 
the advertising business, as of 
1944, I would not be without the 
BEST ADVERTISING PUBLICATION IN 
THE WORLD—BAR NONE. 

Just thought you might be in- 
terested. 

Gus JENSSEN, 
G. H. Jenssen, Advertising, 
Chicago. 
see 


Cites Hershey's Consistent 
Use of Point of Sale 

To the Editor: I meant to write 
you before this about an article 
which appeared in your Feb. 14 
issue on Page 10, signed by James 
D. Woolf, former vice-president 
of J. Walter Thompson. 

In this article Woolf claims that 
“Hershey built the biggest candy 
business in the world without ever 
spending a cent for advertising.” 


In making such a statement, Mr. 


Woolf completely misrepresents 
the true story, because a very 
considerable sum has been spent 
by Hershey through the years on 
point-of-purchase advertising. It 
has always been a strong believer 
in and user of point-of-purchase 
displays. 

I know that you personally un- 
derstand the true value of point- 
of-purchase advertising and I am 
sure that this article must have 
found its way into your publica- 
tion without it having come to your 
attention. 

J. K. Gou.p, 

Executive Secretary, Point of 

Purchase Advertising Institute, 

New York. 

AA is aware of Hershey’s con- 
sistent use of point-of-sale adver- 
tising, and emphasized this point 
in a story on the Hershey opera- 
tion, which appeared in the Dec 
27, 1948, issue. 


WHY WONDER AND WORRY? 
BURRELLE’S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, | 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information, 


PRESS CLIPPING BURE 


165 CHURCH 
NEW YORK, 


better than ’46. 


CHICAGO RADIO IS 


BETTER THAN EVER! 


Yes... every day of the week . . . morning, 
noon or night . . . Chicago radio is increasing 
in value. Each time segment in 1948 was a 
better buy than in 1947 and °47 was 


Radio is reaching more customers, and 
reaching them for longer periods of time. 


Yes ... WGN is a better buy! WGN 
delivered 1,000 homes in 1948 for only 88 
cents as compared with $1.11 in 1946*. 


Here’s the proof: 


Good reasons why we say — Better buy 


% HOMES USING RADIO PER QUARTER HOUR* 
OCTOBER — NOVEMBER 


: | 1946 
~All Nights (6:00-11:00 PM) 36.1% 
~ Sunday (8:00 AM-6:00 PM) 26.3 
" Monday-Friday.(6:00 AM-6:00 PM) 21.8 
~ Saturday (6:00 AM-6:00 PM) 21.4 


*Data from Nielsen Radio Index 


1947 1948 
34.7% 37.2% 
26.6 28.0 
24.7 28.0 
24.2 24.7 


A Clear Channel Station... 
Serving the Middle West 


MBS 


radio... Bellon Buy 


More people listen to WGN each week than any other Chicago station 


G - 


Chicago 11 


Illinois 
50,000 Watts 


| 720 
OnYour Dial 


Eastern Sales Office: 220 East 42nd Street. New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 


235 Montgomery St., San Francisco4 «+ 
710 Lewis Bldg.. 333 SW Oak St., Portland 4 


2978 Wilshire Blvd., Los Angeles 5 
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Letterpress Volume 
$1.5 Billion in ‘47; 
Lithographers Gain 


WASHINGTON—Letterpress print- 
ers are doing a volume in excess 
of $1.5 billion a year, the Census 
Bureau has reported in a pre- 
liminary tabulation from the 1947 
Census of Manufactures. 

The total represents a 150% in- 
crease over the $607,800,000 letter- 
press volume of 1939. 

At the same time, Census Bu- 
reau said lithographers’ sales to- 
taled $487,000,000 in 1947, a 212% 
increase over 1939. 


The number of lithographers 
doubled from 707 in 1939 to 1,415 
in 1947. The number of letterpress 
establishments increased from 10,- 
295 to 11,931. 


Lock-Rite Names Dorland 


Lock-Rite Structures, manufac- 
turer of pre-engineered houses, 
cottages and garages, has ap- 
pointed Dorland, Inc., New York, 
to handle its advertising. 


Gittins Appoints Nelson 


Harold E. Nelson, formerly with 
Western Advertising Agency, Ra- 
cine, Wis., has been appointed copy 
director of Bert S. Gittins Adver- 
tising, Milwaukee. 


_ BRIGGS OUTDOOR 
ADVERTISING COMPANY ; 


CHICAGO > 
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Ansco Sets New Drive 


The Ansco division of General 
Aniline & Film Corp., Binghamton, 
N. Y., has designed a new cam- 
paign to bring more business into 
professional studios as well as in- 
crease the sale of products for 
amateurs. Ads will appear in Col- 
lier’s, Holiday, Life, Parents’ Mag- 
azine and The Saturday Evening 
Post. A special promotion cam- 
paign geared to get more baby pic- 
ture business for professionals will 
use Life advertising tied in with 
studio kits of ad material. Young 
& Rubicam, New York, is the 
agency. 


Brown to Dad's Root Beer 


Russell Brown, formerly with 
General Mills, has been appointed 
advertising and merchandising 
manager of Dad’s Root Beer Co., 
Chicago, maker of Dad’s Old Fash- 
ioned root beer. 


Krupnick Agency Moves 
Krupnick & Associates, St. Louis, 
has moved its offices to 520 N. 
Grand Blvd. The agency was for- 
merly located at 3607 Olive St. 


O* May 30, 1949, the 21,000 
subscribers to ADVER- 
TISING AGE will receive 
the Special Market Data Sec- 
tion, fully contained within the 
issue — not a supplement — di- 
gesting some 1,000 different 
market studies made available 
by media, plus the informative 
display advertising of media de- 
siring to present more complete 
stories for immediate reference 
From previous experience we 
know that the issue containing 
this special section will be re- 
tained and used by advertisers 
and agencies for a period of six 
to seven months, providing a 
flood of valuable inquiries. 


Advertising Age 


100 E. Ohio St. 
Chicago 11 


An exclusive with ADVER- 
TISING AGE, the annual Mar- 
ket Data Number is a unique 
contribution to market research, 
a unique opportunity for media 
promotion. Media-prepared 
market data will be briefed and 
indexed under the following six 
classifications: National Mar- 
kets; Regional and Local Mar- 
kets; Farm Markets; Distribu- 
tion Markets; Industrial Mar- 
kets; Professional Markets. If 
you are a media promotion man 
and have not already received 
the announcement brochure, 
write for complete details at 
once. Representation in this 
marketing directory is a must! 


1l E& 47th St 
New York 17 


RESERVE SPACE Wow! CLOSING MAY II 


Special Section 
Within the Issue, 

Digesting and Listing Ap- 
proximately 1,000 Pieces of 


Media-prepared 
Market Data 


oo 
Rates Apply 


Advertising Age, April 25, 


lhe Creative Wan Corner 


Never a very ardent advocate of the readership report as 
a measurement of effective advertising, this Corner, this 
week, wishes to say something in favor of it. 

The intuitive advertising man—of which there are all too 
few—seems to know instinctively what will attract and what 
will repel the audience he wishes to reach. Unfortunately, 
most of us are never sure whether the wee, small voice 
whispering in our cranial cavity is honest intuition or the 
memory of what we have read somewhere or someone has 
told us. Perhaps the difference between us and the so-called 
“genius” is that he knows (and is usually right) while we 
suspect—and are usually wrong. 

Which is where the readership report comes to our mutual 
aid—assuring the “genius” that he is on the right track and 
showing us where the right track happens to be. 

You take this Lewyt ad. Vacuum cleaners are a woman’s 
tool—and undoubtedly, because they are, this ad will at- 
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VACUUM CLEANER 


es WAR NTRS PROG 


119 SANE A Omi Ree Pen Marnie 


a a dvix 


tract more women than men. But if anybody has followed 
readership reports for any length of time, he will realize 
that this is essentially a masculine ad—the type of presenta- 
tion you would normally expect to find in an ad on piston 
rings or motor oil. The advantages are not illustrated—so 
that a woman can understand them. Instead, they are pre- 
sented like points in a mechanic’s manual. And women are 
notoriously unmechanical. 

For once—Dr. Starch, take a bow—the Corner recommends 
the careful study of readership findings. Not as a measure- 
ment of effective advertising—but as one guide to it. 
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Atlantic Co. to Deadwyler 


Hugh A. Deadwyler, Advertis- 
ing, Charlotte, N. C., has been 
named to handle the advertising 
of the Charlotte division of At- 
lantic Co., brewer. The division 
manufactures beer and ale in 
Charlotte for distribution through- 
out the Carolinas and Virginia. 
Radio, newspapers, outdoor posters 
and point-of-sale material will be 
used. 


Appoints Hosford 


John Hosford, formerly public 
relations director of the Chic:go 
Real Estate Board, has been «p- 
pointed assistant secretary of ‘he 
National Association of Wie! 
Conditioning Equipment Mau- 
facturers and assistant to exe u- 
tive direetor Herbert C. Ang-:'el! 
of the National Association of 0- 
mestic and Farm Pump Manu ac- 
turers. 


— 


FARM STATION ? 


Yes! For a quarter-century our en- 


tertainment and services have been 


planned for farmers in Kansas and 


adjoining states. 
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Advertising Age, April 25, 1949 


P'an Continuing 
Outdoor Study 
in Los Angeles 


los ANGELES—Late this month, 
Fied & Peacock Associates, mar- 
ket and opinion research organiza- 
tio!’ With headquarters here, will 
launch a monthly “Continuing 
Study of Outdoor Advertising” in 
Los Angeles County. 

Products of participating clients 
to be covered in the initial study 
are automobiles, gasoline and mo- 
tor Oil, wine and cigarets. The 
cigaret company, not identified, is 
said to be entering the market with 
outdoor advertising solely for the 
purpose of being included in the 
study. 

In making the announcement, the 
company says it will use methods 
that “never before have been used 
in this medium,” and that it will 
provide “both a quantitative and 
qualitative analysis of outdoor ad- 
vertising in one of the country’s 
most important outdoor advertis- 
ing areas.” 


s Five measurements will be made, 
with each poster graded and com- 
pared with competitive posters 
and all other posters: (1) Spon- 
taneous penetration of all the ele- 
ments of the poster; (2) effective- 
ness aS a product advertisement; 
(3) effectiveness as a brand ad- 
vertisement; (4) positive identi- 
fication (recall-recognition with 
full-color reproductions used); (5) 
total impact as reflected by the 
first four measurements. 

Telling how the study will op- 
erate, Thomas E. Peacock pointed 
out that recall-recognition,which 
isin general use, is but one of four 
methods to be employed. There 
will be no masking or use of con- 
fusion factors. After unaided re- 
call is measured, respondents will 
be partially aided without being 
shown the poster being checked. 

In the measurement of product 
and brand effectiveness, aided re- 
all will be employed to determine 
who can remember any advertis- 
ing, and what is remembered about 
it 


s Noting that when results show 
a high percentage of “identifica- 
tion” by respondents of “phony” 
posters, this percentage is usually 
deducted from all figures obtained, 
or ignored entirely. Mr. Peacock 
said it is hoped to develop a sys- 
tem of two groupings whereby the 
udgment of people whose testi- 
mony is apparently valid is seg- 
regated from those whose response 
is not so patently valid. This 
akdown would be shown with- 
ou! comment in study reports. 

. total of 1,000 to 1,500 inter- 
vs in homes will be made each 
mo ith, using an area or probabil- 
ity sample in the county. Decision 
‘lo cover the entire county was 
male because the various poster 
eats’ areas do not coincide, and 
be ause of the unique character of 
Los Angeles market. 

iterviews will be made as soon 
as possible after the poster show- 
and within a maximum period 
of en days after. 


® \s a by-product, the study will 
ch ck over a long period the ef- 
fic eney of semi-permanent painter 
bo rds versus posters, and measure 
re itive returns from 50% show- 
ins versus 100% and 150% show- 
in. s, “in so far as true comparisons 
Ca. be obtained.” 

‘eriodic summaries of general 
fir lings will be issued in addition 
to the regular monthly reports 
W! ich will give over-all “principles 
pr ved or disproved by the study.” 
Hi wever, there is no feeling that 
a ure-fire formula for the crea- 
4c, of successful outdoor adver- 


tising will be evolved, Mr. Peacock 
admits. 

Also shown, he said, will be the 
correlation, if any, between pro- 
duct usage and advertising aware- 
ness. Such correlation will be pre- 
sented as an informative supple- 
ment and no conclusions or anal- 
ysis will be made of this aspect. 
The product fields to be cov- 
ered are determined by participat- 
ing clients, each of whom will re- 
ceive the entire report so that he 
can evaluate the findings for his 
poster as well as for competing 
posters and all other posters in 
general. 

The reports will be available to 
individual advertisers for $200. 
Agencies can purchase the report 
either for themselves or for a 
client at the same rate. When ad- 
ditional clients are included in the 
study, the charge is $100 for each 
product added. 


To Open Japanese Branch 


Philippines Advertising Asso- 
ciation, Manila representative of 


several members of the Associa- 
tion of Export Advertising Agen- 
cies, New York, has concluded 
arrangements with Supreme Com- 
mand Allied Powers to begin op- 
eration in Japan. 


DuMont Sponsors 
Amsterdam and Steele 


The Morey Amsterdam Show, 
which recently ended a long sus- 
taining run on CBS-TV, pre- 
miered over the DuMont television 
network under the sponsorship of 
DuMont receiver sales division 
April 21 at 9 p.m., EST. Placed 
through Buchanan & Co., the show 
replaces “Window on the World,” 
a variety program. 

Ted Steele, DuMont’s busiest en- 
tertainer, started a new telecast 


April 19 as a replacement for 
“School House,” which was 
dropped. 


NATA Sets Annual Meeting 


The annual meeting of the Na- 
tional Association of Transporta- 
tion Advertising, New York, will 
be held May 14-17 at the Broad- 
moor, Colorado Spriags. 


Gott Agency Formed 


R. W. Goff, Inc., a new adver- 
tising agency, has been formed 
at 761 Park Ave., Cranston, R. I. 
Principals are: R. W. Goff, for- 
merly in the graphic arts field, 
president; Ralph C. Potter, former- 
ly assistant to the vice-president 
in charge of sales at Alvin Silver- 
smiths, Providence, vice-president; 
R. Whitney Goff, treasurer, and 


Clifton E. Entwistle, account ex- 


ecutive. 


General Cable Elects Three 


Samuel A. Smith, Oscar G. 
Garner and Allen D. Pettee have 
been elected vice-presidents of 
General Cable Corp., New York. 
Mr. Smith will be in charge of re- 
search and development; Mr. Gar- 
ner in charge of manufacturing, 
and Mr. Pettee in charge of prod- 
uct engineering. 


G. F. Buys ‘Surprise Package’ 


General Foods Corp., New York, 
will sponsor “Surprise Package,” 
a ten-minute audience participa- 
tion show, twice weekly over nine 
ABC Pacific Coast stations, start- 
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ing May 17, for Sure-Jel. Time 
was bought through Benton & 
Bowles. 


‘This Campaign Will = 
Sell Homes in 1949! 


Manufacturers: Write for details on how you can 
- tie in with this campaign for more sales in 1949. 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill. . 
(See page 39) , 


REFLECTING 
AN 
INDUSTRY'S 
PROGRESS 


13th 
ANNUAL 
EDITION 


Space 
Now! 


-Antonutiue News 


ALMANAC ' 


Now in preparation—the annual yearbook of America's leading industry! 
The herculean task of assembling complete statistical information con- 
cerning automotive production, car registrations, sales trends, a direc- 
tory of leading manufacturers, biographical information of industry 
leaders, and the myriad other details that make the Automotive News 
Almanac the ‘most referred to’ reference book of the year is well 
under way. Your advertisement in the Almanac will pull for years to 
come!—will be seen by everyone who counts in the automotive world. 
The Almanac will be distributed to all readers of Automotive News, the ; 
newspaper of the industry (now more than 37,500 A.B.C.) June 6. For 

the advertising buy of the year, reserve space early. 


Advertising Forms Close May 10, 1949 


Pen 


Reserve 


STANDARD 
REFERENCE 
BOOK OF THE 
AUTOMOTIVE 
INDUSTRY 
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Gardner Elects Stetter 
George C. Stetter, for 20 years 


prior to World War II associated | 


with Bethlehem Steel Corp., has 
been elected president of Gardner 
Displays Co., Pittsburgh. Mrs. May 
C. Stetter, retiring president, was 
named chairman of the board. 


Names Ruthrauff & Ryan 

David E. Kennedy, Inc., Brook- 
lyn, manufacturer of Kentile and 
Kencork, has appointed Ruthrauff 
& Ryan, New York, to handle its 
advertising. 


remember 
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| KNBH and KFI-TV 
Promote Each Other 


Los Angeles television stations 
KNBH and KFI-TV are now tele- 
casting reciprocal announcements 


aimed at gathering viewers for 
both stations. KFI-TV programs 
100% daytimes and as it signs 


off at 6 p.m., the suggestion is 
made to viewers that they tune 
to KNBH. The latter in turn sug- 
gests that viewers tune in the day- 
time station the next day, when 
it goes off each evening. KNBH 
is the NBC owned Los Angeles 
station; KFI is the NBC AM out- 
let there, but the television station 
is independently owned. 


Durkee Leaves Swaney 
Burton R. Durkee has resigned 
as Detroit manager and vice-presi- 
dent of Morris F. Swaney, Inc. 
He was account executive on 
Kaiser-Frazer, now handled by 
William H. Weintraub & Co., New 
York. Mr. Durkee was formerly 
national advertising director for 
CVA Corp., a Scheniey affiliate, 
and before that, vice-president 
and board member of Botsford, 
Constantine & Gardner in San 
Francisco and Portland, Ore. 
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Yes, products are also known by the com- 


pany they keep. It’s NBC, No Better Company, 


when you buy WMC in the more than 
$2,400,000,000* Memphis market, Since 1923, “the 


station most people listen to most” in Memphis 


and the Mid-South has been first choice 


with the Nation’s leading advertisers. 


WMC 


*Sales Management, 1948 


NBC*5000 Wattse790 


50 KW Simultaneously Duplicating AM Schedule 
First TV Station in Memphis and the Mid-South 


National Representatives ¢ The Branham Company 
Owned and Operated by The Commercial Appeal 


GF Warehouse 
Test to Expand 


to Three Cities 


New Plan, Started Last 
Year in Toledo, Stops 
Costly LCL Shipments 


New YorK—One of business’ 
most interesting experiments in 
marketing came to light April 14 
when the New York Journal of 
Commerce finally broke a story 
on General Foods Corp.’s experi- 
mental warehouse, a subject GF 
has been notably taciturn about 
since it first started the plan in 
Toledo. 

The Toledo warehouse started in 
January, 1948, and serves nine 
midwestern states, running verti- 
cally from Canada to the Gulf of 
Mexico. 

In essence, the warehouse works 
like this: Full carload lots are 
received from 14 different manu- 
facturing plants and mixed car- 
loads are shipped out to food dis- 
tributors. Some 90 employes, work- 
ing in an old New York Central 
roundhouse, handle about 30 rail- 
road cars of food daily. 


a The plan eliminates the ex- 
pense and difficulty of shipping 
less than carload lots of food prod- 
ucts from the 14 different GM 
manufacturing divisions directly 
to distributors. 

The second warehouse will be 
located in Harrisburg, Pa., and 
will serve the area east of the 
Toledo territory, extending from 
Lake Erie along the Atlantic Coast 
to Florida. Clarence E. Goddard, 
who set up the Toledo warehouse, 
will start establishing the Harris- 
burg operation in June. 

When finished at Harrisburg, he 
will supervise the establishment of 
a similar operation at Jersey City, 
N. J. This warehouse will serve 
Philadelphia, New Jersey, New 
York state and New England. 


ws Eventually, GF is expected to 
have additional warehouses in Chi- 
cago, serving the territory bounded 
by the Toledo operation on one 
side and the Rocky Mountains on 
the other, and a West Coast ware- 
house. 

Stephen G. Kakos, formerly as- 
sistant divisional traffic manager 
for General Foods in metropolitan 
New York, has been appointed as 
Mr. Goddard’s successor as man- 
ager of the Toledo warehouse. 

Savings in time and expense of 
distribution are said to have re- 
sulted from the plan. 


Co-op Farmers Drop Ad Dept. 

The Washington Co-Operative 
Farmers Association, Seattle, 
which produces and markets Lyn- 
den brand canned chicken and tur- 
key nationally, and markets other 
egg and poultry products for its 
|members, has dropped its adver- 
tising department, which was set 
up soon after the war and headed 
by Ted Tracy. A reduction in ad- 
vertising is not contemplated, of- 
ficials said. With the change, 
greater reliance will be placed on 
ithe cooperative’s agency, Pacific 
| National Advertising Agency, Se- 
| attle. 


Arnold Introduces Cookie 


in 70 Dailies and Radio 

| Arnold Bakers, Inc., Port Ches- 
ter, N. Y., is launching a campaign 

| to introduce its new oatmeal cookie 
'in 70 newspapers in 14 states. 
Selective announcements are being 
used on stations in Providence, 
Baltimore and Washington, and on 


the WOR (New York) Henry 
Gladstone news program. 
Distribution in the 14 states 


where Arnold products are sold 
| will be completed this month. 
Benton & Bowles, New York, is 
l the agency. 


Advertising Age, April 25, ig, 
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Film Center Names Lalley 

John B. Lalley, former staff as- 
sistant to the director of adver- 
tising at RCA Victor 
Camden, N. J., has been appointed 
director of public relations for the 
Princeton Film Center, Princeton, 
N. J. Mr. Lalley will be in charge 
of advertising, sales promotion and 
publicity. 


Lucien Lelong Maps Drive 


Lucien Lelong, Inc., is launching 
a campaign this month which will 
run until Christmas in the Metro- 
politan Group 
newspapers to promote colognes. 
Robert F. Branch, Inc., New York, 
is the agency. 


Names Alley & Richards 
Danbury Rubber Co., Danbury, 

Conn., manufacturer of rubber tile | 

and crepe and composition soling,| League Baseball Club has name 


PPI OOP OP 


Teleradio Mans Corner 


Through the years, she-comics have been an uncertain 
commodity in radio, and therefore a dubious buy for ad- 
vertisers. 


Probably there has been no one reason. It may be that 
it’s not easy to write jokes that women can tell without 
getting “hard” or “unattractive” in the process. The ex- 
tremely versatile Fannie Brice only clicked in a big way 
when she concentrated on Baby Snooks. 


Three who had lots of trouble on the air: Beatrice Lillie, 
Hildegarde, Gertrude Lawrence. 


Four who shared one joke, their yen for male society: 
Martha Raye, Judy Canova, Joan Davis, Vera Vague. 


Lately there have been three newcomers, each quite 
successful in her way. It happens, but probably has no 
bearing, that all of them are very comely gals. To wit, 
Lucille Ball, Eve Arden, Marie Wilson. Your Teleradio Man, 
having been concerned with the choosing of a high-price 
comedy show now on the air, has been paying attention to 
these elusive combinations of personality and popularity. 


Lucille Ball (“My Favorite Husband”) seems to this 
column the most varied and original, with more change of 
pace and a wider range of emotional reaction (the essence 
of comedy) and she manages, also, to be “cute” and “fem- 
inine.” Eve Arden (“Our Miss Brooks’) is supplied with 
the old joke, a neglected fondness for a man who is chronic- 
ally dense. However, this is written with better than average 
wit and played with much shaded skill by Miss Arden. 
Finally, there is the much-publicized, well-sexed Miss Wil- 
son. Hers is the all-dumb method, very funny on occasion 
(“My Friend Irma’) but also laden with exasperation and 
over-predictable gags. Some of her stooges strain credulity 
to the breaking point, notably her heel-lover “Al.” 


Yes, we know difference of opinion makes horse racing. 


iin 


Ingraham Buys ‘Advocate’ 


division, 


made 


1943. 
Cutis Hotel Names Frost 


and five other 


New 
planned. 


rer 


Harry M. Frost Co., Boston, has 
been named advertising counse 
for the Cutis Hotel, Lenox, Mass 
A campaign using New York an 
England newspapers 


Appoints Weightman Agency 
The Philadelphia National 


) 


W. R. Ingraham, assistant to th¢ 
publisher of the Daily News, Long 
view, Wash., has purchased thé 
Daily Advocate, Chehalis, Wash 
The Advocate was a weekly fron 
1892 to last August, when it wa 
into an afternoon daily 
George B. Hayden, publisher, ha 
been with the paper since 1934 
and had been sole owner sincé 


has named Alley & Richards, Bos- | Weightman, Inc., to handle the ad 


ton, to handle its advertising. 


| vertising for its 14 farm clubs. 
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Benny Tops List 
0: Projectable 
Hooperatings 


Yew YorK—More people were 
lis‘ening to Jack Benny (CBS), 
Lucky Strike’s favorite comedian, 
during January and February, 
than any other radio show, ac- 
cording to C. E. Hooper, Inc. 

Chis is one of the findings in the 
winter edition of U. S. Hooper- 
atings, released last week, which 
put Mr. Benny in first place with 
a score of 24.26. This projectable 
rating is equivalent to 9,127,000 
homes of 25,738,000 listeners. 

First last year with 24.83, Fibber 
and Molly McGee, who cavort on 
NBC for Johnson’s wax, placed 
third with 23.31—8,777,000 homes. 
Lux Theater (CBS) held the sec- 
ond spot at 23.33 and 8,777,000 
homes. 

NBC led the network competi- 
tion with ten of the top 20 pro- 
grams on the ratings, which were 
obtained from 3,114 diary homes 
and 794,880 telephone homes. 
Eight CBS broadcasts, including 
the first two, and two ABC shows 
made the list. Last year’s network 
breakdown was: NBC, 17; CBS, 3; 
ABC, none. 


s Among daytime programs, Proc- 
ter & Gamble’s “Right to Happi- 
ness” on NBC led with a 17.57 
U. S. Hooperating. 

NBC, which is frequently out- 
ranked by CBS on the daytime 
program Hooperatings, covering 
36 cities, routed the field in the 
daytime competition, placing eight 
soap operas on the weekday U. 
S. Hooperating lineup. Columbia 
and American took one each. 


WINCHELL IS HOOPER 
MID-APRIL LEADER 

New YorK—Walter Winchell, 
Kaiser-Frazer’s commentator on 
ABC, continued to lead the Pro- 
gram Hooperating sweepstakes 
with a score of 26.8 on the April 
15th report. 

The network breakdown: CBS, 
6; NBC, 6, and ABC, 4. 


The winners: 
Walter Winchell (ABC), 


ID 5 accccicaninsitihanasdenaporenenen 6.8 
Lux Theater (CBS) 25.4 
Jack Benny (CBS), Lucky Strike 22.5 
Fibber & Molly (NBC), 

SS ci nmeld 20.0 
My Friend Irma (CBS), Pepsodent ....19.3 
Stop the Music (ABC), 

(Old Gold, Eversharp, Speidel) ......... 18.9 
Bob Hope (NBC), Swan .......ccccccccssssseseees 18.8 
Godfrey’s Talent Scouts (CBS), 

Fl ee STS See 18.7 
People Are Funny (NBC), Raleigh ...... 16.1 
Amos ‘n’ Andy (CBS), Rinso ................ 15.6 
Dufiy’s Tavern (NBC), 

Oe I steers idenencistonticimesie 15.1 
Mr. D. A. (NBC), Bristol-Myers ............ 15.0 
Your FBI (ABC), Equitable Life ..........14.3 
Dennis Day (NBC), Colgate .................. 14.1 
Suspense (CBS), Auto-Lite ................... 14.1 
Fat Man (ABC), 

Norwich Pharmacal ............0ccsscsscssscess 14.1 


® .verage evening rating is 9.5, 
do\'n 0.9 from the last report and 
rom a year ago. Average sets- 
in- ‘se of 31.4 is down 2.7 from the 
report and 0.3 from a year ago. 

Seven of the top ten daytime 
fa\ orites were Columbia features. 


Th. list: 
Su Gal, Sunday (CBS), Anacin ........... 8.3 
Ma Perkins (CBS), Oxydol ...............:.:0+4 8.2 


Ar! ur Godfrey (CBS), Chesterfield, 


_C ld Seal, National Biscuit ................ 
Gri d Slam (CBS), 

C ntinental Baking _............0cccsseccescsees 8.0 
Wh n a Girl Marries (NBC) 

i @ " geesceeanees ot 
Bie Sister (CBS), Ivory ......... crane a 
He n Trent (CBS), Whitehall ................ 7.6 
Gu jing “Light (CBS), Duz ..............:cc000 7.3 
Wi der Brown (NBC), Sterling ............ 7.2 
Pe. ser Young’s Family (NBC), 

fo PRO A EI EP 7.2 
Po: ia Faces Life (NBC), 

rN i cn ccsnicninicpeiioienans 7.2 


.verage daytime _ sets-in-use 
dr pped 1.3 from the last report to 
18 Average rating—4.8—was 
nm 0.2 from the last report. 


A elson Names Zlowe 

Abelson & Son, New York, 
bo s’ clothing manufacturer, has 
8p ointed Zlowe Co., New York, 
‘© iandle its advertising. 


U.S. Hooperatings 
EVENING SHOWS 


al . . — — = 
U. 5. HOOPERATINGS* CITY HOOPERATINGS~ TOWN HOOPERATINGS* RURAL HOOPERATINGS* 
fens font fone fone 
Orde: Cross-Section off U.S Homes Order _—_—Citins over 50,000 | Order Towns 2.500-50.000 | Orde Under 2.500 Plus Forms 
1. JACK BENNY 24.26-US | |. RADIO THEATRE | PIBBER McGEE & MOLLY | 1 JACK BENNY 
9,127,000 homes 28.79-C 22.777 22338 
2. RADIO THEATRE 23.33-us 2. JACK BENNY 2. JACK BENNY 2 PIROER McGEE & MOLLY 
8,777,000 hemes 14C 2) eer 22128 
3. PIBBER McGEE & MOLLY 23.31-U5 3. MIBBER McGEE & MOLY 3. RADIO THEATRE 3 RADIO THEATRE 
8,770,000 homes 25.02-€ 216nT 1950-8 
4. 808 HOPE 21.27-us | * 808 NOPE 4. 008 HOPE 
. 23.89-C 20.537 4. AMOS 'N’ ANDY 
#002, 000 homes 1955-8 
w wINc 
5. GOOFREY'S TAL. SCOUTS 19.64-US 5 hme nay MEL 5 o $ Tat SCOUTS seam 
7,389,000 homes ‘ 1942.8 
6. GODFREY'S Tal SCOUTS DUFFY'S TAVERN 
6. AMOS 'N’ ANDY 18.80-U5 23.17-¢ . ently . 
7,073,000 b rc) ore TAVERN 
7. MY FRIEND IRMA 7. Mi DISTRICT ATTORNEY — 
7. DUFFY'S TAVERN 16.43-us 22.78-¢ e187 
6,934,000 homes 7. GODFREY'S TAL SCOUTS 
&. STOP THE MUSIC O WALTER WINCHELL 16.95-8 
6. MR. DISTRICT ATTORNEY 17.84-US (8.45 9.00 Pm) 17627 
6,712,000 homes 22.16-¢ 8 M® DISTRICT ATTORNEY 
9 STOP THE MUSIC 16.918 
9. MY FRIEND IRMA 17.82-US | 9% SUSPENSE (8.45.9.00 Pm) 
6,704,000 homes 70.82-¢ 17.57.17 9. TRUTH or CONSEQUENCES 
1562-8 
10. WALTER WINCHELL 17.76-us | 10 AMOS 'N’ ANDY 10. MY FRIEND IRMA 
6,689,000 homes 19.70.¢ 16.977 10. GREAT GHLDERSLEEVE 
| 15268 
11. STOP THE MUSIC 1e.97-us | |! ot eg | 11. 81G TOWN 
(8.45-9.00 Pm) c 16507 1). YOUR HIT PARADE 
6,385,000 homes 12 STOP T 14568 
j "2 b pea — Fae 12. AMOS 'N’ ANDY 
12. SUSPENSE 1670-US | ie arc 16.397 12. BLONDIE 
6,313,000 homes 14502 
13 me OISTRICTATIORNNEY | '3. SUSPENSE 
13. 81G TOWN 15 96-US 1964-C 16287 13. BURNS AND ALLEN 
6.005.000 homes 14.462 
14. STOP THE MUSIC 14. PHIL HARRIS-ALICE FAYE 
14. PHIL MARRIS-ALICE FAYE 15 79-US (890845 PM) 16.027 14. PHILMARRIS ALICE FAYE 
5,941 000 homes e672 saage 
15. PEOPLE ARE FUNNY 
15. PEOPLE ARE FUNNY 15 74-US | 15 DUFFY'S TAVERN 15.651 15. MY FRIEND IRMA 
5,922,000 homes taec 12048 
| 16 CRIME PHOTOGRAPHER 
16. GREAT GHOERSLEEVE 15.14-US | 16 PEOPLE ARE FUNNY 15601 16 PEOPLE ARE FUNNY 
5.696.000 homes | ‘eosc 13.708 
| 17. BUPNS AND ALLEN 
17. CRIME PHOTOGRAPHER §=615.03-US | 17 CRIME PHOTOGRAPHER 5427 17. SUSPENSE 
5,655,000 homes | 18.07.C 1350-8 
18. YOUR HIT PARADE 
18. MYSTERY THEATRE 15.02-US | 18 MYSTERY THEATRE 14667 18 ALORICH FAMILY 
5,651,000 homes | 17.82-¢ | 188 
10. MYSTERY THEATRE | 
19. BURNS AND ALLEN 15C0-us | 19 M® KEEN | 14577 | 19 DENNIS DAY 
5,643,000 homes 17: 29-¢ 12.108 
| 20 STOP THE MUSIC 
20. YOUR HIT PARADE 14. 68-US | 20 PHIL HARRIS ALICEFAYE (8 30.845 Pm) 20 WALTER WINCHELL 
5,598,000 homes I7.1$-€ 14 Sat 17098 
LT ae ae i ——— oe ae —— 
U. S. HOOPERATINGS* CITY HOOPERATINGS* TOWN HOOPERATINGS* RURAL HOOPERATINGS* 
Pont Bont | Sent Bons 
Order Cross-Section al! US Homes Order _—Cities ever $0,000 | Order Towns 2,500-50,000 | 0: ce Under 2,500 Plus Farms 
1 STELLA DALLA’ 
1. RIGHT TO HAPPINESS 17.57-uUS 1 ARTHUR GODFREY | 1 RIGHT TO HAPPINESS pl — 
6,610,000 homes (11.00.11 30 am) Wait 
17.18-¢ 
2. STELLA DALLAS 17.16-US 2. PEPPER YOUNG'S Famiy | 7 RIGHT TO HAPPINESS 
6,464 000 homes 2. ARTHUR GODFREY 15.341 20.25-8 
(10-45.11 00 am) | 
3. LORENZO JONES 15.87-US 16.00-€ | 9 STELLA DALLAS 3. YOUNG WIDDER BROWN 


5,971,000 homes 


4. YOUNG WIDDER BROWN rs 


5,941,000 homes 


15.79-US 
| 4 STELLA DALLAS 


| 1432-¢ 
15.42-US | 
5. BREAKFAST CLUB 
(9 45 1000 Am) 
| 13.67-¢ 
15 30-uUS 
| 6 LORENZO JONES 
13 64-€ 


5. ARTHUR GODFREY 
(11.00.1130 Am) 
5,801,000 homes 


6. BACKSTAGE WIFE 
5,756,000 homes 


7. PEPPER YOUNG'S FAMILY 
5,700,000 hemes 


15. 15-US 
13.29-¢ 


6. WHEN A GIRL MARRIES 
5,380,000 homes 


14.30-US | § ARTHUR GODFREY 
(10 30.10 45 Am) 


9. PORTIA FACES LIFE t223-€ 


5,346,000 homes 


14.21-US 


9 BIG SISTER 
1272-€ 

10 BREAKFAST CLUB 
(9 45.10.00 Am) 
5,218,000 homes 


13.67-US 


12.69-C 


"Reflects listening to all sets in homes sompled 


3. RIGHT TO HAPPINESS 


| 7 YOUNG WIDDER BROWN 


10. WHEN A GIRL MARRIES 


15.207 eerie 


4 LORENZO JONES 4. LORENZO JONES 
4787 1e54an 


5 ARTHUR GODFREY 
(11.00.11 30 Am) 
1462-7 


5. BACKSTAGE WIFE 
18498 


6. PEPPER YOUNG'S FAMILY 


6 YOUNG WIDDER BROWN 
t 17.33-8 


14.57 


7. WHEN A GIRL MARRIES 
16.10-8 


7 BREAKFAST CLUB 
(9 45.10.00 Am) 
1419-7 

6. PORTIA FACES LIFE 

8 PORTIA FACES LIFE 15.728 

1412-7 


9. LIFE CAN BE BEAUTIFUL 


| 9% ROAD OF LIFE 1540-8 


| ont 
| 10. BACKSTAGE Wife 10. MA PERKINS 
13.97.17 15.06-8 


Test Promotion on 
Ironers in Decatur 
Is Called Success 


Cuicaco—“All you need to do to 
make money these days is to work 
hard,” commented W. R. Dabney at 
the close of a two-week test pro- 
motion of household ironers in De- 
eatur, Ill. 

Mr. Dabney, who is chairman of 
the ironer division of the Amer- 
ican Washer and Ironer Manufac- 
turer’s Association and vice-pres- 
ident of the Ironrite Ironer Co., 
Mt. Clemens, Mich., pronounced 
the association test a success. 

There is nothing wrong with 
business today, he continued, which 
ringing doorbells won’t cure. One 
dealer reported that ironer sales 
during the test equalled his entire 
sales last year, and most of the 
retailers involved appeared to be 
satisfied with the results. 

The Decatur campaign was built 
around a letter-writing contest in 
which witnessing an ironing dem- 
onstration in a store or home was 
an eligibility requirement. Local 
newspaper and radio advertising 
was used by the participating deal- 
ers, With advertising prepared by 
Rogers & Smith, Chicago. 


NAAN Schedules Conference 


The 18th annual national con- 
ference of the National Advertis- 
ing Agency Network will be held 
June 19-24 at the Northernaire 
Hotel, Three Lakes, Wis. Herbert 
Peck, president of Hazard Adver- 
tising Co., New York, is chairman 


of the conference. 


Norge Sales Staff 
Realigned ; Connell, 
Cameron Promoted 


Detroit—The Norge Division 
of Borg-Warner Corp. is reorgan- 
izing and strengthening its sales 
organization to meet the increas- 
ing competitiveness of the elec- 
trical appliance industry. 

H. L. Clary, director of sales, 
announced the creation of two new 
key executive positions; appoint- 
ment of a new refrigerator sales 
manager; addition of several pro- 
duct specialists to the sales staff; 
expansion of the number of re- 
gional territories and realignment 
of the sales promotion department. 

The resignation of W. S. Law, 
general sales manager, effective 
May 1, was also announced. It 
was learned that Mr. Law will 
assume an important position with 
one of the larger Norge distribu- 
tors. The position of general sales 
manager will be eliminated. 


s J. R. Cameron, assistant to the 
director of manufacturing, has 
been named to the new position 
of merchandise manager, to super- 
vise and coordinate the over-all 
product program for the sales de- 
partment. 

R. C. Connell, gas range sales 
manager, becomes field manager 
May 1, to supervise and coordi- 
nate operations in the field. He 
will be responsible for the activi- 
ties of the six regional managers 
and 18 district representatives. 

Dean Spencer, long associated 
with Norge in various capacities, 
was appointed refrigeration sales 


Storm signals are flying in the 
plush new Los Angeles headquar- 
ters of the giant Rexall operation. 
Rumored in the works are a major 
operational reorganization, with the 
retail side of the business to be 
decentralized, and each geographic 
region to be the semi-autonomous 
domain of a vice-president re- 
porting directly to Justin Dart, 
president. Also scheduled is a 
major reorganization of public re- 
lations and advertising, with some 
personnel changes and the likeli- 
hood of a complete change in pro- 
motional approach. Whether Rex- 
all’s agency setup is also involved 
is not known. 

a ee 

First published announcement 
that Merlin Hall (Deac) Ayles- 
worth, business consultant and for- 
mer president of National Broad- 
casting Co., has become chairman 
of the executive committee of El- 
lington & Co., New York and Phila- 
delphia advertising agency, ap- 
peared in a recent issue of Look— 
a year and a half after Aylesworth 
assumed that post. 

In the early fall of 1947 he was 
instrumental in helping the El- 
lington agency land the Cities 
Service account. His appointment 
as executive committee chairman 
dates from that time. 


Behind Lever and Colgate’s fifth 
price cut on soap products in a 


year is an interesting story. Tal- 
low, perhaps the most basic com- 
modity in soap making, was 
pegged at 85g¢ a pound under 
OPA. When OPA went off, it rose 
to 27¢ a pound. Last week it was 
down to its 1941 level, 5¢ a lb., its 
bottom price historically. 

Why didn’t the companies ad- 
vertise the price cuts? For two rea- 
sons: One is that soap companies 
have stock protective policies, thus 
letting the dealer reevaluate his 
inventory and then advertise his 
price for the products. The second 
is that price varies from area to 
area, and wholesale price cuts are 
slow in appearing at retail, making 
a purely price campaign difficult. 

see 


Scrap iron and other metallic 
scrap is no longer short; it’s a glut 
on the market. The Department of 
Commerce has called off its drive 
for iron and steel heavy scrap, in 
which business papers were co- 
operating. And in Chicago a few 
days ago, scrap dealers used a half- 
page newspaper ad to complain 
about the “unrealistic prices” be- 
ing quoted in the trade papers. The 
fact is, the dealers said, that they 
are currently shipping less than 
one-tenth the normal monthly con- 
sumption of scrap to the steel 
mills, that their inventories are 
growing enormously, and that if 
the situation does not change they 
may be forced to stop paying for 
scrap which they collect. 


manager, in charge of sales of do- 
mestic refrigerators, home freezers 
and refrigeration specialties. R. H. 
Klimgler, acting manager of home 
freezer and refrigeration special- 
ties sales, will head contract sales 
activities. 


s Burt Gavitt has joined Norge 
as a specialist in home heater 
sales, and Hazen Hillyer, of the 
sales promotion department, be- 
comes a specialist in the home 
laundry equipment department. 

The sales regions were increased 
from five to six. Atlanta will be 
headquarters for the recently- 
created southeast region headed 
by C. H. Alden, formerly in charge 
of the midwest region. 

L. W. Phillippi, former district 
representative, has been placed in 
charge of sales promotion of all 
products. H. R. Stouffer, formerly 
product promotion manager, will 
head up sales training activities 
under the new setup. 


E L. Lloyd to Head 
A. C. Nielsen Overseas 


Dr. Edward L. Lloyd, managing 
director of A. C. Neilsen Co. Ltd. 
(United Kingdom) since 1941, has 
been named executive vice-presi- 
dent of the A. C. Nielsen Co., in 
charge of all overseas operations. 

He will continue to supervise 
United Kingdom operations, in- 
cluding Australia, and will also 
have responsibility for extension 
of the Nielsen marketing research 
services to additional European 
countries, which have been under 
investigation for some time. 


Alabama Girl Wins 
AFA Essay Contest 


Ann Bates, Birmingham, Ala., 
high-school student, won the 
third national high-school essay 
contest on advertising sponsored 
by the Advertising Federation of 
America, from a field of 40,000 
entries. 

Her essay, “How Advertising 
Affects Our Lives,” won her a 
trip to AFA’s 45th annual con- 
vention in Houston, May 29 to 
June 1, where she will be awarded 
a certificate and a check for $500. 


Runkle Resigns Account 

Lowe Runkle Co., Oklahoma 
City, has resigned the account of 
L & S Bearing Co., Oklahoma 


City. 


Akron Admen Hold 
Annual ‘Power of 
Advertising Week’ 


Axkron—For the third time in 
three years, admen, retailers, in- 
dustrialists and media men last 
week put on a vigorous “Power 
of Advertising Week” campaign to 
bring home to the public the vital 
part advertising plays in the 
nation. 

Originally conceived by Robert 
M. Wheeler, classified advertising 
manager of the Akron Beacon 
Journal, and sparked by the Ad- 
vertising Club of Akron, the pro- 
motion resulted in scores of win- 
dow displays devoted to the im- 
portance of advertising in selling 
locally-produced products; in pub- 
lished statements on advertising 
by J. P. Seiberling, president of 
Seiberling Rubber Co.; James J. 
Newman, vice-president of B. F. 
Goodrich Co., and others; and in 
a wide variety of supporting pub- 
licity, discussions and other activity 
by schools, religious groups, labor 
and management groups, and in- 
dividual outdoor, radio, magazine, 
car card, newspaper and other 
media. 

Mr. Wheeler, who is also vice- 
president of the adclub, pointed 
out that no other such promotion 
has been used in the U. S. Impact 
of the intensive week-long event 
here has been so great that admen 
here believe similar events will 
be planned in many other cities 
within a few years. 


BMB’s Future Looks Promising; 
Two More Stations Sign Up 


Broadcast Measurement Bu- 
reau’s financial future looked 
more promising last week as WLW, 
Cincinnati, and WSGN, Birming- 
ham, joined the list of subscribers. 
At the same time Dr. Kenneth 
Baker, acting president, said over- 
due payments from stations, ap- 
parently waiting to see what ac- 
tion the National Association of 
Broadcasters took on BMB, were 
trickling in. 

At press time the bureau had 
received signed waivers on the 90- 
day cancelation clause from more 
than 120 subscribers, including the 


American Broadcasting Co. 
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Along the Media Path 


@ Osborn, Scolaro, Meeker & 
Scott, well-known firm of news- 
paper representatives, which has 
been in business since 1900; has 
produced an unusual booklet out- 
lining the company’s policies in 
dealing with advertisers, agencies 
and publishers. It has 21 salesmen 
traveling out of four offices, and 
an office staff of 17. The booklet 
was prepared at the suggestion of 
Guy S. Osborn, one of the deans 
of the representative business, who 
started with the Chicago Tribune 
50 years ago. Copies of the booklet 
are available on request. 


e To meet a continuing demand, 
Time-Life International has started 


to distribute a revised and con-/|e 


sidérably expanded third edition 
of “How to Do Business Under the 
Marshall Plan,” first compiled in 
May, 1948, by E. K. Gubin, Wash- 
ington attorney and consultant in 
governmental law and procedure. 
The book includes new data, such 


as statistical tables showing 1949- 
50 figures, the text of new ECA 
regulations, and a chapter on what 
is ahead during the remainder of 
the Marshall Plan period. 

As a companion piece to the 
book, Edgar R. Baker, general 
manager of Time-Life Interna- 
tional, is sending out a “Marshall 
Plan Sales Planner,” a visual guide 
showing the step-by-step proce- 
dure in securing and completing 
an order and obtaining payment. 
This wall chart was prepared by 
Westinghouse Electric Interna- 
tional Co., 40 Wall St., New York, 
which offers extra copies to busi- 
ness executives. 


“Classified Means Business,” ac- 
cording to data compiled in easel- 
type and slide-and-sound versions 
of a new presentation prepared for 
its client newspapers by Parish & 
Pickett, Miami, Fla. The story of 
want ad power had its premier 
showing last week at the classified 


NOW..MORE THAN EVER.. 
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THE BUY IS 
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SubesNote! 


Low frequency and high coverage 

.. plus a responsive audience mean 

more sales for your produc! when you 
buy KVI. 


National Representatives 
George P. Hollingbery Co. 


SEATTLE 


Mutual-Don Lee station 
for Seattle, Tacoma and 
the Pacific Northwest 


In recognition of the nearly 20 years 
KVI has served Seattle and Pacific 
Northwest listeners, the Federal Com- 
munications Commission has just au- 
thorized KVI to move its main studios 
to Seattle. 


For nearly 10 of those 20 years, KVI 
has maintained studios in Seattle, and 
since 1946 has been sole Seattle-Ta- 
coma outlet for the Mutual-Don Lee 
Network. KVI has been the only 
radio station consistently maintaining 
studios in both Seattle and Tacoma— 
top markets in Washington State. 


No increase in rates! 


NOW, more than ever—the buy 
is KVI. 


KVI- SEATTLE 


]/clinic during the National News- 


paper Promotion Association’s an- 
nual convention in New York. 


e@ In one of the largest promotions 
to stimulate shoe sales, the April 
8 issue of the Times, Laredo, Tex., 
carried a special eight-page sec- 
tion featuring the offerings of Sam 
H. Sullivan’s shoe departments in 
Laredo stores. Layout, copy and 
production for the section were 
handled by W. H. McCutcheon of 
the Times’ display advertising de- 
partment. 


e The San Diego Union and Trib- 
une-Sun have adopted a new ty- 
pographical dress and have com- 
pleted an equipment expansion 
program. To increase readability, 
body type has been switched from 
7 pt. Excelsior on an 8 pt. slug to 
8 pt. Regal on a 9 pt. slug. Changes 
also were effected in headline 
types. 


e The buying intentions of Min- 
nesota and Dakota farmers are 
just as great—in some cases ac- 
tually greater—as they were last 
October, The Farmer demonstrates 
in a follow-up study. Folders cov- 
ering results of the two studies 
show pen and ink figures for the 
January results right alongside the 
printed figures for October; and 
many of the January figures are 
above October’s. 


e The largest number of entries 
since 1941, 522 posters, were en- 
tered in the 11th annual poster art 
contest conducted by Walker & Co., 
Detroit outdoor advertising firm, 
for the schools of the city. A six- 
man jury selected the 62 designs 
which earned awards totaling $670. 


e A new ten-point “Advertisers’ 
Merchandising Plan” has been set 
up for advertisers and agencies 
using the Florida Select List of 11 
daily newspapers. The group of 
independently owned dailies has 
set up an AMP office at 1219 
Hendricks Ave., Jacksonville 7, to 
handle merchandising and promo- 
tional efforts. The AMP service in- 
cludes special surveys, complete 
reports by national advertising 
managers in each city, bound files 
of tearsheets, and other data on 
completed campaigns. 


e A calendar listing important 
gift giving occasions and their po- 
tential markets throughout the 
year has been published by Es- 
quire. It points out that 70% of 
all watches, 50% of fountain pens, 
75% of billfolds and 65% of per- 
fumes are sold as gifts. 


e House Beautiful is mailing a 16’ 
accordian folder which includes a 
32-foot list of advertisers, printed 
in 8 pt. type on both sides of the 
promotion piece. It dramatizes the 
fact that more advertisers (2,319) 
placed more ads (5,864) in House 
Beautiful during 1948 than in any 
other magazine. 


‘Popular Science’ Names 
Bacon Western Manager 


John A. Bacon, for nine months 
eastern advertising manager of 
Outdoor Life, becomes western 
manager of the Popular Science 
Publishing Co., Chicago, effective 
May 1. Walter M. Davidson con- 
tinues as western advertising man- 
ager of Outdoor Life and Thomas 
F. Clark, as western advertising 
manager of Popular Science 
Monthly. 

Mr. Bacon previously was gen- 
eral manager of WKBW, Buffalo, 
and sales manager of WGR and 
WKBW. He served at one time as 
New York national representative 
of Scripps-Howard Newspapers 
and was national advertising man- 
ager of the now defunct Buffalo 
Times. 


Saaltield Joins ‘Newsweek’ 


Robert Saalfield, former mana- 
ger of the Cleveland office of 
Nation’s Business, has joined the 
Cleveland sales staff of Newsweek. 
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ALL SMILES—Herbert V. Ackerberg, CBS vice-president in charge of station relations, 

accepts a copy of Advertising Age at the NAB convention in Chicago from the pert 

young lady wearing a print dress of AA pages, while Thad Holt, general manager of 
WAPI, Birmingham, looks on. 


New Book Shows 
Retailers Good 


Public Relations 


New YorK—Designed to be 
helpful to all retailers interested 
in the field of public relations, 
“Public Relations for Retailers, 
by Tom Mahoney and Rita Hes- 
sion (MacMillan Co., $4.50), is 
the first full-length book on the 
subject in the retailing field. 

The authors, both widely ex- 
perienced in publicity and public 
relations work, have made an ex- 
tensive study of the public rela- 
tions of stores throughout the 
country. This book combines their 
own expert knowledge with many 
examples of actual practices that 
have proved most successful in 
retailing. 


Containing 39 illustrations, it 


clearly defines the meaning of 
public relations in terms of a re- 
tail business. It explains the activ- 
ities that can be most advanta- 
geously coordinated in a public 
relations program. And it shows 
how the retailer can so handle the 
everyday details of his business 
that they will add to his good rep- 


”! utation and increase his trade. 


Mr. Mahoney is presently a 
member of the public relations 
staff of Young & Rubicam, while 
Miss Hession is engaged in free- 
lance writing and public relations 
counseling. 


Plan First Art Exhibit 


The first annual Seattle Art Di- 
rectors’ show will be held May 
3-7 in the auditorium of Fred- 
erick & Nelson, Seattle depart- 
ment store. The exhibit is spon- 
sored by the Seattle Advertising 
and Sales Club and the Seattle 
Art Directors Club. 


in more than 100 years! 


excess of $20,000,000! 


Keep Your Eyes On Charleston! 


LOOK 


LOOK at Charleston, largest city in South Carolina not- 
withstanding that its city limits have not been extended 


LOOK at Charleston, the port which in 1948 led all 
South Atlantic ports and was the only one to show con- 
sistent import and export gains! 


LOOK at Charleston, center of naval activity, where in 
1948 the Charleston Naval Shipyard and Atlantic Fleet 
Minecraft Headquarters Base together had payrolls in 


LOOK at Charleston, with its healthy growing indus. 
tries, including, for example, 
Paper Company which in 1948 had a payroll of $3,600,000 


LOOK to these two great newspapers to cover not 
only the Charleston metropolitan area but the rich 
18 county Charleston trading area. — Let us send 
you the latest detailed information. 


Average net paid circulation of the POST-COURIER 
for the first quarter of 1949: Morning and Evening 
70,063 —- Sunday and Evening 79,375. 


the West Virginia Pulp and 


THE CHARLESTON EVENING Pos' 
Che News and Couri _— 


CHARLESTON, SOUTH CAROLINA 
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McGivena Lauds 


Business Papers 
al NNPA Meeting 


Wulfeck Hits Careless 
Research; ANA‘s Kurie 
Asks More Market Data 


New YorK—The primary media 
for newspaper promotion are busi- 
ness papers, Leo McGivena, presi- 
dent, L. E. McGivena & Co., told 
the National Newspaper Promo- 
tion Association here last week at 
its annual convention. 

He said promotion advertising 
in general publications represents 
an enormous waste. He disposed of 
the argument that business papers 
fail to reach top management by 
asserting that nothing reaches the 
men on top—‘“they’re too busy.” 

These men must be reached on 
their way up, Mr. McGivena said, 
and pointed to the role played by 
business papers in_ instructing 
young men in business. “Most of 
the convictions and impressions 
you have come from your first ten 
years in the business,” he told the 
group. 

In a wide-ranging talk, Mr. Mc- 
Givena, who before heading his 
own agency was promotion mana- 
ger of the New York Daily News, 
declared that the promotion de- 
partment has two main jobs: (1) 
Doing the long-range sales think- 
ing for the advertising depart- 
ment, and (2) interpreting the 
newspaper to the public. 


s He decried promotion copy 
which depends too much on sta- 
tistics, and which is aimed at space 
buyers primarily. Newspapers 
aren’t arithmetic, Mr. McGivena 
eclared, and he urged promotion 
men to concentrate on the stories 
f what newspapers go through to 
ring truthful stories to their 
readers. 

Commenting on relations be- 
tween department stores and news- 
apers, he reported that depart- 
ment stores still represent the best 
potential for newspapers. He noted 
that (1) in many cases, depart- 
ment store rates may not cover 
the cost of paper and composition; 
2) department store advertising 
is not as good as it often is sup- 
posed to be (“They do a good job 
ff telling when wanted merchan- 
dise is available’); (3) depart- 
ment stores use space poorly, 
and their selection of goods to be 
advertised is inept, and (4) news- 
papers can help department stores 
In their advertising—and he re- 
ommended that salesmen call 
back to discover results of indi- 
Vidual advertisements. 


! Dr. Wallace H. Wulfeck, vice- 
res.dent of Federal Advertising 
icy, told the NNPA that “care- 
and sloppy research” endan- 
s both his job and theirs. He 
| research of high objectivity 
low bias, saying that good 
newspaper research by individual 
Newspapers promotes the use of 
all :: ewspapers. 

He asserted that, while news- 
papers cannot afford the kind of 
inical competence needed for 
juate research, technical guid- 
ance could be had, free. He cited 
the technical advisory committee 
'\e Newspaper Advertising Ex- 
“ctu ves Association, the Adver- 
‘isi. g Research Foundation and the 
Su-au of Advertising. 

> advised the promotion men 
‘0 ‘eave technical aspects to ex- 
, because quite obviously you 
know what you're talking 

(a reference to earlier 
ue tions asked of a panel of pro- 
‘on men on research), and de- 
d that while “no research is 
Dd, good research is cheaper 
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than poor research because the 
payoff comes in results.” 


a J. F. Kurie, vice-president, As- 
sociation of National Advertisers, 
lauded the work of newspapers in 
the Continuing Study of News- 
paper Reading, grocery inventories 
and brand studies. He said adver- 
tisers would like to know more 
about who reads newspapers, what 
the readers buy, where they live 
and how much duplication exists. 

He said advertisers like the 
standard market data form de- 
vised by the Bureau of Advertis- 
ing and the Four A’s, and said 
trends in buying revealed by news- 
paper research were helpful. 

He noted that advertisers were 
curious about national rates in 
newspapers which range 50 to 75% 
above local rates, and said adver- 
tisers would like six-month or a 
year rate protection. 


es Earlier, the promotion men 
heard a research panel headed by 
Court Conlee, Milwaukee Journal. 
Miles Tiernan, Indianapolis Star- 


News, described his newspaper’s 
use of readership research. Clar- 
ence Harding, South Bend Trib- 
une, called the current bureau 
standard market form as a “test 
run,” and said newspapers ought 
to be able to include information 
defining special characteristics of 
their markets, like the Tribune’s 
“Test Town—wU. S. A.” 

Other members of the panel 
were Tom Black, New York Sun, 
who sketched the work of the 
Newspaper Advertising Executives 
Association, and Raoul Blumberg, 
Washington Post, who described 
the problems encountered by the 
Post in setting up a brand survey. 

Silliman Evans, publisher, Nash- 
ville Tennessean, told the group he 
believes public service to be the 
best promotion, and said no news- 
paper editor should allow an is- 
sue to go to press without a pro- 
motional story. 


New Corporation Acquires 
‘Travel’; Plans Change 


Travel, published by Robert M. 
McBride & Co., New York, has 
been acquired by a new corpora- 
tion, Travel Magazine, Inc., with 
executive offices in Rockefeller 
Center, New York. Officers of the 
new firm are: Herman W. Shane, 
president; John F. Sullivan, vice- 
president, and R. M. McBride, 
secretary. Mortimer M. Lerner is 
general counsel and Harry J. Has- 
kins, formerly circulation manager 
of Liberty, is business manager. 

The format and typography of 
the publication will be revised. 


Rowen Names Dalton V. P. 
Stephen F. Dalton, formerly 
with Burnham Associates, has been 
named a vice-president of Julius 
J. Rowen Co., New York agency. 


How to Save $$$ On is 


ADDRESSOGRAPH _ 


e We make and maintain 
your plates, and run your 
mailings on our equipment— 
saving you thousands of dol- 
lars in equipment costs and 
labor. (Name plates and 
frames remain your prop- 
erty). 


Fast Serice and rea- 


sonable prices on jobs of all sizes, 
up to 50M and more. 


 SPECTEe ~ 
ADDRESSING SERVICE 
333 W. Lake St, Chicago 6, DE 2-4635 


Miami Hotel Starts Drive 


Monroe-Towers Hotel, Miami 
Beach, Fla., through Advertising 
Trade Service, Inc., Miami, has 
launched a national campaign in 
newspapers to promote a special 
low-cost, all-expense seven-day 
summer package. The offer in- 
cludes round-trip air transpor- 
tation via DC-4 from Chicago or 
New York, hotel accommodations 
and meals, boat trip, bus tour and 
an evening at the Copa City night 
club for $138.10, including tax. 


Business Research Moves 

Business Research Corp. will 
move its offices to 195 S. LaSalle 
St., Chicago, on May 1. 


‘Keach the cream of 
the 5-billion-dollar 


sports market 


through... 


A group of eight newspapers consisting of The Morning Telegraph 
(New York), The Cincinnati Record and Daily Racing Form 
(New York, Chicago, Los Angeles, Houston, Miami and Toronto) 


CHECK FOR YOURSELF! 
1948 Official Paid Attendance Figures 


Racing 25,257,337 
Major League Baseball 20,920,842 
Pro Football— National and All-America Leagues... 3,281,709 
National Hockey League 2,518,042 
Madison Square Garden Basketball 960,441 


Buying Power of National Turf Daily Readers 


Own automobiles 76.3% 
Own their own homes 42.2% 
Professional executives 44.5% 
Income of $5,000 and up 34.2% 
Travel (at least one trip per year) 86.8% 


NATIONAL TURF DAILIES are sold at and cover all 77 major race tracks 
in the United States. They are published in New York, Chicago, 

Los Angeles, Miami, Cincinnati, Toronto and Houston. Advertising 
space can be purchased as a group or by individual publication. 


Average Daily Net Paid ABC, Quarter ending Sept. 30, 1948...Saturdays 
216,842, Mondays 204,778, Tuesdays to Fridays inclusive 156,667. 


For further information 

consult Standard Rate & Data (Magazine Section) 
or Leo Waldman, NATIONAL TURF DAILIES 
343 West 26th Street, New York 1, New York 


Write for National Turf Dailies Information Booklet 
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Joseph Gries, 56, 
Manz Co.'s Creative 
Printing Exec., Dies 


Cutcaco—Joseph C. Gries, 56, 
for many years one of the leading 
creative admen in the printing in- 
dustry and at the time of his death 
vice-president in charge of sales 
with Manz Corp., Chicago printing 
firm, died April 14 of a heart at- 
tack. 

Mr. Gries began his career as a 
commercial artist in New York in 


Put that ad to double use by 


having it reprinted in the form 
of an inexpensive mailing piece 


FOR SAMPLES AWD PRICE LIST 
_ Write or Phone ate 


120 Werth Greee St + Chicage 7, Whneis + Tayler 9-3200 


1912. He joined the Charles Everett 
Johnson Co. in 1919 and also 
worked with the late McClelland 
Barclay, Andrew Loomis and other 
commercial illustrators. Mr. Gries 
directed creative work for the 
Burt L. White Co., from 1920 to 
1924, when he joined the Manz 
Corp. He was advanced to sales 
manager in 1926, serving in that 
capacity until 1935. 

In that year Mr. Gries installed 
the creative department for 
Crocker Union Co., Los Angeles, 
returning to Manz in May to take 
charge of its creative and planning 
division. He was one of the pio- 
neers in developing company pub- 
lications, and during his long 
career handled creative work with 
such corporations as General Mo- 
tors, General Electric, Masonite, 
Glidden, Sherwin-Williams, Bruns- 
wick-Balke-Collender, Pepsodent 
and others. 


WILLIAM A. McNABB 

Detrroit—William A. McNabb, 
40, art director of Campbell- 
Ewald Co., died April 11 follow- 
ing a heart attack. Mr. McNabb, 
who was appointed art director 
April 1, had been an executive 
in the New York office of the 
agency. 


GEORGE G. BOOTH 
Detroit—George G. Booth, 84, 

co-founder of Booth Newspapers, 

Inc., and an executive of the De- 


eee uaail we say more. 


“Technical Notes: Direction, edit- 
ing and color-printing of Arizona 
earn this producer well-merited 
praise for technical perfection.” * 


foe 


YOUR FILM NEEDS 


ATLAS FILM CORPORATION 


EST. 1913 
1111 South Boulevard 


Oak Park, Illinois 


* From a recent Editor's Review in Business Screen on the Phelps Dodge 
Corporation public relations film, “Arizona and Its Natural Resources.” 
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CLUB HEARS LEVER STORY—Frederic A. Schneller, director of merchandising, Lever 

Bros. (center), was the featured speaker at the April 5 meeting of the Pittsburgh Ad- 

vertising Club. Studying a piece of Lever promotion, here, are Carl Dozer (left), 

of WCAE, program chairman of the club, and Norman L. Klages (right), ad director 
of Reliance Life Insurance Co., club president. 


troit News since 1888, died at Har- 
per Hospital here April 11. 

Son-in-law of James E. Scripps, 
founder of the News, Mr. Booth 
devoted most of his time to that 
newspaper, although, with his late 
brother, Ralph, he gradually ac- 
quired various Michigan dailies. 
He became general manager of the 
News; from 1906 to 1929 was its 
president, and since that time con- 
tinued as a director. 

Mr. Booth was also president of 
the Booth Newspapers chain of 11 
papers until 1946, when a son, 
Warren, succeeded him. Mr. Booth 
was a patron of arts and founder 
of several schools near his home at 
Cranbrook, near here. 


GEORGE L. LASKER 


San Francisco—George L. 
Lasker, 42, national advertising 
manager of the San Francisco Call- 
Bulletin, died April 14. He for- 
merly served as classified adver- 
tising manager of the Milwaukee 
Sentinel. 


JOSEPH FUHRMAN 

CAMDEN, N. J.—Joseph H. Fuhr- 
man, 52, public relations consul- 
tant, died April 14 in New York. 


WILLIAM DRYNAN 
HAMILTON, ONnT.—William R. 
Drynan, president of Canadian 
Canners Ltd., died April 13 at his 
home here. Mr. Drynan, who was 
81, was a former vice-president 
and director of the Canadian Man- 
ufacturers Association, and a past 
president of its Ontario division. 


Appoints Belman V. P. 

General Petroleum Corp., Los 
Angeles, has named Verne A. Bel- 
man vice-president in charge of 
marketing and a member of the 
board of directors. He has been 
in the marketing department of the 
company for the past 16 years. 
Mr. Belman succeeds John C. Sam- 
ple, who has rejoined Socony- 


Vacuum Oil Co., New York. 


904s WARNE _—_— 


\ 


INDUSTRIAL MARKETING’S 
INDUSTRIAL MARKET DATA BOOK 


100 £. Ohio St., Chicago, tii. 


ee | 


330 W. 42nd St., New York 18 =< 


Acheson to Address 
ANPA on April 28 


New YorK—Dean Acheson will 
make his first major public ad- 
dress since his appointment as 
Secretary of State at the 27th an- 
nual dinner of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, at the Wal- 
dorf-Astoria here on Thursday. 

U. S. Senator Margaret Chase 
Smith, of Maine, and Arthur God- 
frey, radio and television perfor- 
mer, also will be featured. Miss 
Licia Albanese, of the Metropoli- 
tan Opera, will sing. 

Samuel H. Kauffmann of the 
Washington Star will be toast- 
master. Richard W. Slocum, Phila- 
delphia Bulletin, is chairman of 
the bureau’s governing board and 
Col. J. Hale Steinman of the New 
Era and Intelligencer Journal, 
Lancaster, Pa., is chairman of the 
dinner committee. 


To Botsford, Constantine 


Color Craft Corp., San Francisco 
producer of yarns, and Shanghai 
Syndicate, Inc., San Francisco im- 
porter and distributor, have placed 
their advertising with the San 
Francisco office of Botsford, Con- 
stantine & Gardner. Trade publi- 
cations and consumer magazines 
will be*used. 


Otto Names Philippines 

Robert Otto & Co., New York, 
has appointed the recently opened 
office of Philippines Advertising 
Associates, Tokyo, as associate 


Advertising Age, April 25, 949 


FCC Gets Richards’ 
Petition to Give Up 
Control of Stations 


WasuHincton—G. A. Rich irds 
asked the Federal Commu ‘ca. 
tions Commission Monday to ap. 
prove an arrangement turning ver 


Pea 


control of his radio propertie; jy New 
Detroit, Cleveland and Los A ige.8§ co uml 
les to three trustees. receive 
Under the trusteeship plan, Mr MJ ay ard 
Richards will retire and the staf »orting 
tions will be operated by theo, Ww 
trustees, Dr. John A. Hannah, phone | 
president of Michigan State CoM) jo¢ ir 
lege, East Lansing; L. P. Fisherfl gent, rs 
vice-president of Fisher & Co., De-Bi944. 
troit, and Harry L. Klingler, vice prese 
president of General Motors andi peabod 
president of the Pontiac division paward 
of GM. Monthl; 
An FCC investigation of thd pyecuti 
Richards stations, all 50,000-watfiions ay 
outlets, was suspended last month Grady | 
when Mr. Richards announced versity 
that he had decided to relinquisi;;; pene 
his control. FCC was acting on thd pody. 
complaint of the Radio News Clu Recog 
of Los Angeles, which said thal ontriby 
Mr. Richards had instructed new yicion 
reporters to slant their reports. BP asting 
the firs 
s In filing the applications, Mio, tele 
Richards said he had long desired jay no 
to retire at the age of 60, whiclang dist 
he reached in March. His state 
ment pointed out that he had, Natio 
not been in good health in recen#«yowdy 
years. olive-Pe 
Mr. Richards pointed out thafJart) w; 
he had been actively engaged imMon the 
the broadcasting business for morgi yo” 
than a quarter of a century, an@was sin, 
that he had seen the industry defiren’s p 
velop “as a major factor” in nafjuently 
tional public opinion. “In that de@fening, o; 
velopment, our Good Will station@§paijeq 


have always adhered to the highTi:hemsel, 


est and fairest standards of broad Grouc 
casting,” he declared. Life,” E 
His properties include: WJRreceived 


Detroit, a basic CBS statior 
founded in 1926 (Mr. Richard 
and his wife, Mrs. Frances Rich 
ards, own 62.39% of the outstand 
ing stock); WGAR, Clevelan 
also a basic CBS outlet, founded 
in 1930 (Richards owns 71.64% 0 
the stock), and KMPC, Los Ange 
les, founded in 1937 (Richard 
owns 64.8% of the stock). 
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Consumer Council Moves 
National Consumer-Retaile 
Council, New York, formerly }0 
cated at 8 W. 40th St., has move 


® ABC’s 
Brand,” 
ection | 


agency in Japan. 


to 1860 Broadway. 


/ice-pres 


Free». 


FOR 


BASEBALL 


1949 baseball schedules 
of both American and 
National Leagues are 
offered you with the 
compliments of THE 
AMERICAN MAGAZINE. 
Arranged in convenient 
day-by-day pocket-folder 
form. Night games and 
double-headers indicated. 
Write for your free copy: 
THE AMERICAN MaAGa- 
ZINE, Baseball Dept., 
250 Park Avenue, 

New York 17, N. Y. 


THE 


, u 
erican “Big League ‘Wonder’ Boys” is a 
leading article in the April issue of 

I | ) THE AMERICAN MAGAZINE. Sports «cM @BIN | 


MAGAZINE 
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Groucho, Murrow, 
s [Howdy Doody Get 


h ards 

IT ica. 

- {Peabody Awards 
ver 

ies in New YorK—Edward R. Murrow, 

A .ge-i Co.umbia commentator, last week 


received his second Peabody 
Award for outstanding news re- 
porting and interpreting. Mr. Mur- 
row, who returned to the micro- 
phone in September 1947, after a 
brief interlude as CBS vice-presi- 
dent, received a similar honor in 
1944. 

| Vice =Presentations of the ninth annual 
Peabody Awards were made by 
Edward Weeks, editor of Atlantic 
Monthly, at a meeting of the Radio 
Executives Club here. These cita- 
tions are made by the Henry W. 
Grady School of Journalism, Uni- 
versity of Georgia, in honor of 


Vision 


f the 
)- wat 
month 
yunced 


AGUISMM its benefactor, George Foster Pea- 
on the body. 

s Clu Recognition for the outstanding 
i thaf%-ontribution to the art of tele- 


| news 
rts. 


vision went to American Broad- 
casting Co.’s “Actors Studio”—as 
the first to realize that “drama 
on television is neither a stage 
play nor a movie, but a separate 
and distinct new art form.” 


s, Mr 
lesire 
which 

state 
e had 
recen 


s National Broadcasting Co.’s 
“Howdy Doody” (Colgate-Palm- 
olive-Peet, Mason Candy, Unique 
Art) was the only other telecast 
on the list. “This beguiling pup- 
pet”—a Martin Stone production— 
was singled out as the best chil- 
dren’s program because “it is fre- 
quently educational, never fright- 
ening, or offensive, and invariably 
hailed with rapture by children 
themselves.” 

Groucho Marx—“You Bet Your 
Life,” Elgin-American on ABC— 
WJR@received the award for the best 
tatlo@comedy entertainment and was 
ichard@#hailed as the “dean of all wise- 
| Richfcrackers in the country.” NBC’s 
tstané@iUniversity Theater was selected 
velandiias the outstanding dramatic pro- 
ounde@i cram, 

64% (Mf Another award went to NBC 
Ange#ifor musical entertainment, “with 
ichar(@ispecial reference to the NBC Sym- 
phony, Orchestras of the Nation 
and the First Piano Quartet.” 
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2 ABC’s “Communism—vU. S. 
rly lo Brand,” presented under the di- 
ection of Robert M. Saudek, 
jice-president in charge of public 
pifairs, was cited as the outstand- 
ing educational program. CBS was 
he winner in the promotion of 
nternational understanding cate- 
bory for “over-all contributions, 
vith special reference to Larry 
seuer, ‘Memo from Lake Suc- 
ess,’ ‘Crusade for Children,’ etc.” 
Public service awards went to 
N'sC, San Francisco, for its forest 
ervation series, “Forests 
‘me,” and WDAR, Savannah, 
“You and Youth” and its 
ment of the problem of juve- 
> delinquency. 

| ecial citations were awarded 
he Rocky Mountain Radio 
cil because it has “demon- 
@ ed how broadcasters, utilizing 
inlimited resources of educa- 
l and civic groups, can be of 
pre © public service’; to Lowell 
ns tute Cooperative Broadcasting 
ol icil, Boston, for an adult edu- 
ati n series, and to WNEW, New 
FOr, for “Little Songs about U. 
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"elon Starts Hunt 


_fovlon Products Corp. is con- 
uc ing a hunt for “Miss Fashion 
la 2 of 1949” on ten college cam- 
pus s. One girl will receive a trip 
°. ew York this summer and an 
Py ortunity to model; all ten win- 
‘tr will become Revlon repre- 
&n atives on their respective cam- 
us s, and will assist the company 

ublicity, research and samp- 
Nt William H. Weintraub & Co. 
le agency. 


Last Minute News Flashes 


American Safety Razor Promotes Duridium Blade 


New YorkK—American Safety Razor Corp. will announce this week, 
through Ruthrauff & Ryan, a Silver Star double-edged razor blade 
made of a new metal reportedly called Duridium. The blade, to sell for 
5¢, will be supported by a campaign on a $2,000,000-a-year basis in 
Collier’s, Life, Look and The Saturday Evening Post, several news- 
paper magazines and sports magazines, sports sections of newspapers 
in 168 cities and selective radio announcements. A feature of the an- 
nouncement, on May 1, will be a “spontaneous national distribution” 


plan. 


Norman, Kersta Named Weintraub V. P.s 
New YorK—Norman B. Norman and Noran E. Kersta have been 


named vice-presidents of William 


H. Weintraub & Co. Mr. Norman 


left the Research Institute of America in September, 1948, to join the 
agency as an account executive. Mr. Kersta, formerly director of tele- 
vision operations, NBC, has been with Weintraub since December, when 
he was chosen to organize the agency’s television department. He will 
also become director of radio and television, replacing Harry Trenner, 
vice-president, who has been named to the agency’s plans board and 


executive council. 


Kirkman Heads Welch Sales and Advertising 
WESTFIELD, N. Y.—James A. Kirkman Jr., for the past three years 

director of merchandising of Ellington & Co., New York, has been ap- 

pointed vice-president and director of sales and advertising of Welch 


Grape Juice Co. effective May 1. 


Kyretz New Ad Chief for Chesterfields 


New York-—Edward Kyretz, who joined Liggett & Myers Tobacco 
Co. as an office boy in 1912, has been appointed advertising manager 
of the company, succeeding Ritchie Brooks Jr., who retired April 15. 
Mr. Brooks had been with Liggett & Myers for 48 years and, like Mr. 
Kyretz, joined the firm as an office boy, later working in the adver- 
tising department. Mr. Kyretz has worked simultaneously in the supply 


and advertising departments. 


Beer-Bob Tests Hair Sets, Via Hartman Co. 

New YorK—Beer-Bob, Inc., maker of Beer-Bob hair set, through its 
newly appointed agency, L. H. Hartman Co., is launching a test 
campaign in newspapers in ten cities this month and in business papers 


in the beauty and drug fields. 


Warren Heads ARF 
Board; Geyer Named 
Vice-Chairman 


New YorK—H. M. Warren, vice- 
president, National Carbon Co., 
and B. B. Geyer, president and 
chairman of the board, Geyer, 
Newell & Ganger, both of New 
York, were elected chairman and 
vice-chairman, respectively, of the 
Advertising Research Foundation’s 
board of directors at the annual 
meeting held here on April 21. 

Reelected as secretary and treas- 
urer, respectively, were Paul B. 
West, president, Association of Na- 
tional Advertisers, and Frederic 
R. Gamble, president, American 
Association of Advertising Agen- 
cies. The foundation is sponsored 
jointly by the ANA and the Four 
A’s. 

Other advertiser and agency ex- 
ecutives reelected as directors for 
one year were: John F. Apsey Jr., 
Black & Decker Mfg. Co.; Albert 
Brown, Best Foods, Inc.; Allan 
Brown, Bakelite Corp.; Robert B. 
Brown, Bristol-Myers Co.; Marion 
Harper Jr., McCann-Erickson; 
Gordon E. Hyde, Federal Adver- 
tising; H. H. Kynett, Aitkin-Kyn- 
ett Co.; Walter P. Lantz, Lambert 
Co.; Fergus Mead, Buchen Co.; 
Frederick B. Ryan Jr., Ruthrauff 
& Ryan, and D. P. Smelser, Proc- 
ter & Gamble. 


‘Union Label’ Show 
Gets a Sponsor: 
Snyder Hat Stores 


NEWARK—United Hatters, Cap 
and Millinery Workers (AFL), 
which set out several weeks ago 
to interest business in sponsoring 
a 15-minute dramatic series pro- 
moting the union label, have suc- 
ceeded in this markst. 

“Turning Points,” with Edward 
Arnold featured in a story based 
on the life of P. T. Barnum, pre- 
miered last week over WNJR un- 
der the sponsorship of Snyder’s 
Hat Stores, manufacturer-retailer 
with outlets in Newark, Paterson 
and New York. Time was bought 
through Raymond Advertising 


Agency. 

The union, which hopes to sell 
other potential sponsors by results 
in this test city, plans a concerted 
promotion drive for the show. The 
opening drama was_ publicized 
by the Teamsters’ Union, which 
distributed 100,000 flyers on milk 
bottles to Sheffield Farms cus- 
tomers in the Newark area. Union 
publications will urge members to 
patronize the show’s sponsor. 

Nathan Zatkin, who is handling 
the broadcast series for the union, 
said he has received inquiries from 
potential backers in 23 cities. He 
expects the program to bow in 
several major markets by fall. 

In addition to the time costs, 
advertisers must pay talent charges 
ranging from $10 to $100 per show 
to help finance the transcription 
of future programs. 


Curtis lst Quarter 
Net About Same As 
‘48's, Fuller Says 


PHILADELPHIA—Gross operating 
revenue and net income of Curtis 
Publishing Co. was “about the 
same as a year ago” in the first 
quarter of 1949, Walter D. Fuller, 
president, told an annual stock- 
holders’ meeting April 20. 

In 1948, first quarter net was 
$1,439,868 on gross income of $33,- 
611,315. 

Declines in dollar volume in cir- 
culation and advertising which 
have afflicted some other maga- 
zines have not so far affected Cur- 
tis, he said. He reported that Holi- 
day was operated profitably in one 
or two months in the recent past 
and “we are right on the edge of 
turning the corner from red fig- 
ures to black.” 


Join Campbell-Mithun 


Walter Geckler and Alden 
Grimes, formerly account men 
with McCann-Erickson, Minneapo- 
lis, have joined Campbell-Mithun, 
Minneapolis, in similar capacities. 


Berry Growers Name Long 

Central California Berry Grow- 
ers’ Association has named Long 
Advertising Service, San Jose and 
San Francisco, to handle its 1949 
campaign. 


KINSEY “GOLD” 
PRICE 
REDUCED 
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PRICE CUT—One of a series of ads cur- 
rently hitting more than 100 newspapers 
in 16 monopoly states announcing price 
slashes on Kinsey, Philadelphia and Hal- 
ler brands, all products of Publicker In- 
dustries, Inc., Philadelphia. Three ad- 
ditional states will be added in July, and 
following that, open states will be added 
to the schedule. This ad was prepared 
and placed by J. D. Tarcher & Co., 
New York. 


Truman, Cabinet 
Heads Praise Admen 
for Pushing Bonds 


WASHINGTON—Seven task force 
agencies of the Advertising Coun- 
cil came in for special mention 
Tuesday evening as Secretary of 
the Treasury John Snyder enter- 
tained 400 members of national ad- 
visory groups which have been 
planning the “Opportunity” bond 
drive which opens May 16. 

With President Truman, At- 
torney General Tom Clark, and 
other cabinet officers in attend- 
ance, Vernon L. Clark, national 
director of Treasury’s Savings 
Bond Division singled out the ad- 
vertising and media groups as the 
most consistent supporters of the 
bond program. 

President Truman asked a na- 
tionwide radio audience to wel- 
come the 250,000 newspaper car- 
rier boys who are to bring an 
“Opportunity” drive message to 
12,000,000 homes. 

“Give them the encouragement 
they deserve as our youngest sales- 
men,” the President said. “This 
campaign is an opportunity for 
them, just as it is an opportunity 
for all of us.” 


s The President pointed to a back- 
log of $48 billion of savings bonds 
in the hands of individuals as “an 
opportunity to thrive and prosper.” 
“Think of the new homes this 
money will build—the youngsters 
who will be sent through school— 
the men and women whose later 
years will be happier because some 
part of this $48 billion is theirs,” 
he said. 

Secretary Snyder described sav- 
ings bonds as “a stake in the fu- 
ture” and as “tangible evidence 
of the reality of the free enter- 
prise system.” 


Publishers to See 
AANR Food Study 


The American Association of 
Newspaper Representatives will 
show its presentation on “Increas- 
ing Costs and Diminishing Profits 
in the Grocery Field” before news- 
paper publishers in the Starlight 
Roof of the Waldorf-Astoria hotel, 
New York, at 2:30 Thursday after- 
noon, April 28, as a feature of the 
annual convention of American 
Newspaper Publishers Association. 

This is reported to be the first 
time the AANR has presented one 
of its studies before the ANPA. 


Admiral Appoints Sherwood 


Edwin J. Sherwood has been 
named television promotional man- 
ager of Admiral Corp., Chicago. 
Prior to joining Admiral in 1948, 
he was television director of Crut- 
tenden & Eger Advertising, Chi- 
cago, handling the Admiral ac- 


count. 


TV Will Bring 
Promotion War, 
Manzer Warns 


(Continued from Page 1) 
story, illustrating their local pene- 
tration, and comparing that pene- 
tration with other national media. 

J. D. Flanagan, McCann-Erick- 
son, and president of the Media 
Men’s Association of New York, 
advised promotion men to weigh 
their promotion by three stand- 
ards: (1) That it be informative— 
he advocates assembling plenty of 
factual material; (2) that it be 
consistent—he says a regular, 
steady flow of promotion is essen- 
tial, and (3) that research be made 
into the preparation of promotion 
material, and additional research 
be made to determine results of 
promotion material. 

At the conclusion of its meet- 
ing, NNPA elected Frederick N. 
Lowe, public re- 
lations director 
of the Pittsburgh 
Post-Gazette, as 
president. Others 
elected were Ber- 
trand Stolpe, Des 
Moines Register 
& Tribune, vice- 
president; Frank 


A. Knight, Ga- 

zette, Charleston, 

F. N. Lowe W. Va., secre- 
tary -treasurer; 

directors for two years, R. H. 


Lampee, Herald, Grand Rapids, 
Mich., and T. William Summers, 
Omaha World-Herald. 

(For other news of NNPA meet- 
ing, see story on Page 61.) 


Report Shows Ad 
Expenditures Were 
$2.4 Billion in ‘46 


WASHINGTON—Income tax de- 
ductions claimed for “advertising” 
totaled $2,400,000,000 in 1946, ac- 
cording to an Internal Revenue 
Bureau summary of 491,000 cor- 
porative tax returns released last 
week. 

The $2,400,000,000 “advertising” 
deduction compares with $1,992,- 
784,000 for the same purpose in 
1945. 

Under accepted accounting prac- 
tices, the “advertising” deduction 
includes many costs other than 
media expense. In some cases it 
covers the entire operating cost 
of the advertising department, or 
it may include entertainment, gifts, 
and other forms of “advertising.” 


e Manufacturing establish- 
ments claimed $1,364,000,000 of 
the advertising deductions, an in- 
crease of $200,000,000. Wholesale 
and retail trade establishments 
claimed $792,241,000 compared 
with $571,000,000 in 1945. 

The 6,837 establishments in the 
chemical “manufacturing” group 
accounted for $309,000,000; 9,842 
in the “food” group $235,000,000. 

The motion picture group 
claimed $48,000,000 of the $98,- 
596,000 for all “services.” The total 
for mining and quarrying was 
$3,414,000; for public utilities $20,- 
488,000; finance, insurance and 
real estate $71,891,000; and agri- 
culture, forestry and fishery $6,- 
933,000. 


Association Changes Name 


The Editors’ Association of Wis- 
consin has changed its name to the 
Wisconsin Industrial Editors’ As- 
sociation. Newly elected officers 
include: Andrew Hensel, Perfex 
Corp., president; Richard Dropp, 
Blackhawk Mfg. Co., vice-presi- 
dent; Robert Milligan, Cudahy 
Brothers Co., treasurer, and Doris 
Lou Fitting, Johnson Service Co., 


secretary. 
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Advertising in the Test Stage 


Grass Seed Promoted 
in Full-Page Space 


MINNEAPOLIS—Principles of 
packaged food merchandising have 
been applied to lawn seed by 
Northrup King & Co., Minneapolis 
seed house. 

The company’s Golf Brand lawn 
seed has been introduced on the 
West Coast with full-page news- 
paper advertisements employing 
editorial text technique. 

It is believed to be the first 
time that full-page space in metro- 
politan papers has been used to 
advertise lawn seed. Olmsted & 
Foley Advertising Agency handles 
the account. 

J. B. Massie, manager of the 
Northrup King lawn seed division, 
reported results of the test cam- 
paign on the West Coast were 
“more than satisfactory” both in 


consumer response and in opening 
new retail outlets. Radio spot 
announcements also were used on 
a test basis. 

Editorial text of the advertise- 
ments was written to offer home 
owners complete information on 
seeding and lawn care as well as 
the merits of the secret formula 
of 11 grasses blended for adapt- 
ability to regional soil and climate 
conditions. 

The campaign was designed for 
ultimate expansion on a near na- 
tional basis. 


RIDD TO FOLLOW UP 
PITTSBURGH SUCCESS 


EpMoNpDs, WasH.—New pack- 
aging and a new advertising pro- 
gram have been developed by Ridd 
Laboratories, Inc., for the com- 
pany’s first national advertising 
drive this spring. 

The company manufactures Ridd, 
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a boracic acid and iodine com- 
pound for skin use. It was 
launched just before the war and 
until now distribution has been 
primarily on the Pacific Coast and 
in parts of the Southwest. A new 
merchandising policy was devel- 
oped by Ralph E. Gillett, com- 
pany president, and the George F. 
Florey Advertising Agency, Los 
Angeles, which handles the ac- 
count. 

The first step was to undertake 
a consumer use survey, which 
showed that the product had a 
broader appeal and market than 
had been originally sought. As a 


result, the product was put up in| 


two packages with a slightly dif- 
ferent degree of concentration and 
with different appeal. One, called 
Ridd, is for externally caused skin 
troubles, such as facial pimples, 
chafed skin or poison ivy. The 
other, Ridd No. 2, is for athlete’s 
foot, ringworm and fungus infec- 
tions. 

Labels for the two packages 
carry a family resemblance but 
are of distinctive colors. 


ws Florey then entered Pittsburgh 
for the eastern test, using Pic- 
torial Review in the Pittsburgh 
Sun-Telegraph in late March with 
four-color, full-page copy. This was 
followed by black-and-white 
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newspaper ads. Copy is head- 
lined, “Sensational New Discovery 
for Skin Blemishes,” and gives the 
directions: “Simply apply as face 
powder under your make-up.” 

As the result of successful sales 
in Pittsburgh, the Ridd campaign 
is now being extended to Bal- 
timore, Boston, Detroit, Chicago, 
Milwaukee, Los Angeles, St. Louis, 
Kansas City and Seattle. The 
schedule calls for promotion in 
most of these markets by mid- 
summer. 

In each city, advertising opens 
with a full-color page in Pic- 
torial Review and is followed by 
weekly black-and-white copy in 
300 and 224-line ads, and twice a 
week cooperative advertising in 
60 to 75-line space. 

Promotion is also being planned 
for eastern Canada, Mr. Gillett re- 
ported. 


TRIMZ TESTS VIDEO 


CuIcAGO—Trimz Co. division of 
United Wallpaper, Inc., last week 
began sponsoring the Jerry Fair- 
banks 15-minute musical produc- 
tion, “Paradise Island,” on WNBQ 
here for 13 weeks, to test use of the 
TV medium. 

William H. Yates, United presi- 
dent, said that by the test “we ex- 
pect to be able to anticipate the 
use of this medium for our other 
divisions, such as Varlar, Inc., 
United Wallpaper and the new 
Nancy Warren Wallpapers.”’ 


Appoints Flanagan 


Robert J. Flanagan, formerly 
assistant advertising director of 
Motorola, Chicago, has been ap- 
pointed dealer development man- 
ager of Builders Products of Chi- 
cago, manufacturer and merchan- 
diser of Flor-Ceal paint, Quick- 
Wipe enamel and other paint and 
chemical specialties. 


READY FOR MOTHER'S DAY—With Mother’s Day promotion following close on the 
heel of Easter advertising, Stephen F. Whitman & Sons, candy manufacturer, solves 
the situation by using an Easter Rabbit overlay on its Mother’s Day window dis- 
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play. The rabbit display is lithographed in full color on a sheet tipped to the top wsking 
of the Mother’s Day display. One quick pull and the bunny is removed, leaving the ve de 
Mother’s Day promotion in full view. The display was designed by Ward Wheelock, roache 


Philadelphia, and lithographed in full color and manufactured by Einson-Freeman 
Co., Long Island City. 
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rdered 


Hetherington Appointed 
Sales Manager of WIL 


Robert M. Hetherington, for- 
merly on the sales staff of Station 
KSTL, St. Louis, which went on 
the air last June, 
has been appoint- 
ed sales manager 
of Stations WIL 
and WIL-FMM, St. 
Louis. Mr. Heth- 
erington started 
his radio sales ca- 
reer with WIL 
before joining 
KSTL. At one 
time he was cir- 
culation manager 
of the Chicago 
North Side News. 

WIL recently increased its 
power to 5,000 watts. William G. 
Rambeau Co. represents the station 
nationally. 


R. Hetherington 


Shasta Bulb Drive Opened 

Shasta Bulb Farms, Seahurst, 
Wash., is using two-column news- 
paper ads in major cities of the 
United States to promote direct 
mail sales of bulbs. Copy appears 
on garden and main news pages 
and is timed to coincide with 
spring planting seasons in various 
regions of the country. 
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THE BELL 
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because its careful programming 
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Down Philadelphia way, con- 
moisseurs of advertising result 
tories are still talking about the 
arie A. Buckley ad that sold a 
Jjient’s whole year’s output before 
it even appeared 
in print. 
Buckley’s agen- 
cy prepared the 
ad for a chemi- 
cal manufacturer. 
And because the 
product was new 
and of a highly 
technical nature, 
it was decided to 
pre-test the 
soundness of the 
copy approach by 
sking for opinions of prospec- 
ive dealers. The first dealer ap- 
roached got so enthusiastic on 
eading the copy that he promptly 
ydered the manufacturer’s entire 
tock! The client, needless to say, 
s still pop-eyed over what is prob- 
bbly the only case on record of 
coring an advertising bull’s-eye 
ithout even pulling the trigger. 
Buckley is inclined to view the 
vent with a wary eye on the 
round that people might get to 
xpect such results as a matter 
‘f course. He’s quick to point out 
hat his agency has had its share 
bf duds, too. He does feel, however 
and strongly—that the consistent 
se of a sound direct selling ap- 
roach can do much to keep a dud 
otal down over the long pull. 


forle A. Buckley 


A fundamentalist from the word 
go,” Buckley believes that every 
\vertising problem should be con- 


Ku Ought toKnow... 


Earle A. Buckley 


sidered not as advertising but as 
primarily a selling problem. To 
him, no campaign, however fancy, 
is worth a hoot if you’re not sell- 
ing. For this reason, Buckley feels 
that every advertiser can take a 
leaf—many leaves in fact—from 
the mail seller’s book. 

And he should know. In the 28 
years he has been in advertising, 
he has been involved in many large 
mail selling ventures and today en- 
joys a nationwide reputation as a 
specialist on all phases of mail 
selling, direct mail and sales pro- 
motion. He is the author of several 
authoritative books on the sub- 
jects, including “How to Sell by 
Mail,” “How to Write Better Bus- 
iness Letters” (both published by 
McGraw-Hill), a correspondence 
manual “Let’s Write Friendlier 
Letters” and a new I.C.S. textbook 
on direct mail now in printing. 


= His counsel on direct advertis- 
ing problems has been sought by 
some of the largest and most im- 
portant advertisers in the world— 
including the U. S. government. 
When the chips were down and the 
government needed ready money 
to finance its war effort early in 
World War II, officials picked 
Buckley to get it for them—making 
him chief of the Treasury Depart- 
ment’s mail order division selling 
war bonds by mail to the biggest 
mailing list ever compiled. 
Buckley’s experience in the field 
of direct mail has given him a keen 
appreciation of the value of form- 
ula selling. In so far as it is prac- 
tical—and it usually is practical 


Locally 
Edited 
Feature 
Magazine 


over 100,000. 


i. 


~w 


Se antr ae 
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—he believes in adapting the basic 
mail selling approach to other 
forms of advertising, too. 

Because of Buckley’s widespread 
reputation in the field of direct 
mail, his agency, the Earle A. 
Buckley Organization, is sometimes 
referred to as a direct mail agen- 
cy. This is not the case. Actually, 
the Buckley Organization offers 
a complete agency service and 
fully 50% of its billings are in 
space accounts. 


ws In building his agency, Buckley 
has aimed at a versatile, well 
rounded, closely knit group that 
would function smoothly together 
in the client’s interest. Weekly staff 
meetings keep everyone in the 
organization informed on agency 
plans and progress. At the meet- 
ings, results from clients’ mailings 
and printed advertising are ana- 
lyzed and discussed, and sugges- 
tions are brought forth to improve 
efficiency within the agency and 
over-all service to clients. In addi- 
tion, frequent plans board meet- 
ings are held at which the agency’s 
account executives, art and media 
directors work together to formu- 
late plans for the handling of new 
accounts and to review aims and 
objectives on regular accounts. 

Buckley feels that his long, in- 
timate contact with the factors that 
influence selling is of extreme im- 
portance in all that his agency 
does. He believes, too, that a direct 
selling approach will become even 
more important to advertisers as 
selling gets tighter for all. 


@ Like many a crack copywriter 
before him, Buckley entered ad- 
vertising by way of a reporter’s 
job on the old Philadelphia Pub- 
lic Ledger. It all started when 
Buckley was stationed in England 
with the Naval Air Force during 
the first World War and read a 
book on advertising loaned to him 
by a hut mate from Texas. Buckley 
forgets the title of the book but, 
whatever its name, it sold him 
100% on advertising as a profes- 
sion. He decided to go after a re- 
porting job as a means of getting 
valuable writing experience. 

One of the high points of his 
stint with the Ledger, Buckley re- 
calls, was singing duets with Nel- 
son Eddy (then with the Philade!l- 
phia Bulletin) in the reporters’ 
room of Philadelphia’s City Hall. 
Buckley left the Ledger for the 
Richard A. Foley agency, later 
moved on to Aitkin-Kynett, then 
blossomed out on his own in 1921 
soliciting retail store accounts. He 
soon had more business than he 
could handle alone, took in a part- 
ner, started expanding and has 
grown steadily ever since. 


ws In spite of the stress and strain 
of the agency business and his 
other numerous activities, Buckley 
manages to look remarkably youth- 
ful. So much so that radio’s Henry 
Morgan, addressing a recent meet- 
ing of the Junior Advertising Club 
of Philadelphia (of which Buck- 
ley’s son was president) accused 
him of being one of the biggest 
frauds ever perpetrated. Buckley, 
Morgan told his audience, went 
around saying that he had been in 
business 28 years, when it was ob- 
vious to look at him that he couldn’t 
possibly have been around at all 
28 years ago. 

Buckley attributes his youthful 
appearance to (1) the fact that he 
really isn’t very oid (he just 
started young, that’s all), (2) the 
stimulation of bringing up three 
sons—including one set of twins, 
and (3) to the new lease on life he 
gets regularly from golf, a hobby 
he rides like a jockey born to the 
saddle. 

Come hell, high water or Phila- 
delphia steam-bath humidity, 
weekend afternoons find Buckley 
on the golf course where, he main- 
tains, he gets some of his best ad- 
vertising ideas. As an advertising 
man, Buckley welcomes these 


flashes that come in the middle 


of a backswing or while lining up 
a putt. But as a golfer he deplores 
their lamentable effects on his 
game—dooming him forever to a 
score in the low 90’s, where he has 
been shooting consistently for 
years. 


WOR Buys Full Block 
for Television Studios 


WOR, New York, has purchased 
the old 22nd Regiment Armory 
site—the block bounded by 67th 
and 68th Sts., Broadway and Co- 
lumbus Avenue—for construction 
of a building to house offices and 
studios for its sister station, WOR- 
TV. 

Meanwhile, studios are being 
constructed at 7 W. 66th St. in 
space leased by WOR from 
American Broadcasting Co. WOR- 
TV’s programs will originate from 
there when the station goes on 
the air this summer. 


School Enrollment Up 

School enrollment hit a_ rec- 
ord 28,000,000 at the beginning of 
the 1948-49 school year, the Cen- 
sus Bureau has announced. The 
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increase of 600,000 over the pre- 
vious year was credited to the in- 
flux of war babies into the first 
and second grades, and the en- 
rollment of 1,000,000 veterans. 


* Proven by readership, per- 
sonal preference and activated selling. 
Let Diesel Progress sell your product! 
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Heavy 


Bridge Traffic 


Proves Unity of the 


QUAD-CITIES 


a. 
\ ROCK 


ISLAND 


221,000 Met. Population 


TRAFFIC COUNT, 1948, 
Over QUAD-CITY BRIDGES 
5,840,000 


Memorial Bridge. 2,423,481 
Centennial Bridge 2,427,572 


Arsenal Bridge. . 


TOTAL..... 10,691,053 


Average of 29,210 cars 
per day. 


MOLINE 


A steady stream of traffic flows 
across the bridges connecting 
the Quad-Cities . . . more than 
29 thousand cars every 24 
hours. . . 20 cars every minute! 
This is an indication of the 
unity of the Quad-Cities as 
ONE MARKET. 


Very often, a buying impulse 
originates in a home on one 
side of the river, while the 
actual sale is completed in a 
store on the other side of the 
river. 


Which brings to mind: Your 
advertising must cover the entire 
Quad-Cities to do an effective 
selling job ... and only the 
Argus - Dispatch newspapers 
thoroughly cover the Illinois 
side, where nearly 60% of 
Quad-Cities’ population Jive. 


National Rep., The Allen Klapp Co. 
New York Chicago Detroit 


DISPATCH and 


ROCK ISLAND ARGUS | 


... the newspapers covering the Illinois side of the Quad-Cities 
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. Chicago 11, Ill., Tribune Tower, SUperior 7-00 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 ' 
Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 058 
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